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EDITOR’S CORNER
The Best Get-Away
At High Point Market

For those of you who make the biannual
trek to High Point, I encourage you to visit
the Bernice Bienenstock Furniture Library

located at 1009 North Main Street, just a mile
or so north of the Market’s center.  

Having recently undergone a complete inte-
rior renovation, it’s  a unique venue where fur-
niture and interior designers, students, market
visitors and researchers can rest, find design
inspiration, conduct classes and host semi-
nars/events.

The Library contains the world’s largest
research collection of over 5,000 volumes on
the history and design of furniture, interiors,
architecture, textiles, finishes and construction. 

Plans have recently been finalized and fund-
raising begun for a new project, the Pat
Plaxico Gardens. The garden will unify the
Library’s interior and exterior spaces, offering
additional room for study, contemplation and
events. 

Also underway are additional $10,000 stu-
dent design awards to help nurture exception-
al design talent in our industry. 

So please visit and use this exceptional
industry resource. Call Karla Webb, Library
Director at 336-883-4011 or email info@fur-
niturelibrary.com for more information on
using the Library or to offer support by becom-
ing a “Friend of the Library”.
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THE BAD NEWS: Eight out of
ten furniture stores do not
know how to set their own sales
teams up for success. 

THE REALLY BAD NEWS: The really
bad news has three parts:
• A very high percentage of retailers

do NOT even have professional
sales people... they have order
takers. Most stores with order 
takers would do better to place
"Take To Cashier" tags on their
merchandise. 

• Most stores do not have REAL
sales managers and coaches.

• Believe it or not, most stores do
not have a selling system/sales
training program.

THE GOOD NEWS: If you have an
ineffective salesperson or sales team,
there is a great opportunity for you to
obtain large sales increases.

THE SCENARIO: Consider a four-
legged stool. If one leg is missing, it
will not stand properly. If two are miss-
ing, forget it. Like a four-legged stool,
proper and effective retail sales teams
have four strong supporting legs. I am
sure you've heard the phrase, "Plan,
execute, review & coach". This phrase
describes an effective sales team.
First, there is a plan... a sales training
selling system. Second, the salesper-
son executes the plan with customers.
Third, there is a review of the results.
Finally, there is the 4th leg, which is
coaching.

Just like a four-legged stool, if any
leg is missing in your store’s selling
processes, sales will fall short of their
potential. Most stores can achieve
huge sales increases just by moving
their sales teams from the realm of the
ineffective to the effective. The sales
process is a four-step process... plan,
execute, review and coach. Let's look
at each of the four steps.

THE 1ST LEG... A PLAN
The plan is a selling process or sys-

tem that is engineered and designed
to make a sale. The best selling sys-
tem for the home segment -- furniture,
appliances, electronics and flooring -
- is a trust based, non-manipulative,
no pressure, controlled, relational
selling system. A selling system is a
choreographed sales process that
starts at the greeting and proceeds in
a planned, proactive and intentional
manner all the way through making
the sale and post-sale follow up. A
great selling system overcomes all
objections before they occur. And a
great selling system maximizes the
foot traffic opportunity presented to
your sales staff.

If your store does not have a selling
system, shame on you. In fact, a store
comprised of 10 salespeople with no
pre-set selling system may actually
have as many as 20-30 different sell-
ing systems because the salespeople

Retail Operations

SALES METRICS COACHING
The pitfalls of coaching on dependent sales metrics.

by Hal McClamma

“Most retailers capture dependent 
sales performance metrics such as 
sales volume, traffic, average sale, 
etc., but stand-alone, this data is 
not very useful.”
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High Point Showrooms: IHFC Building, D1102 & D1141
Visit Omnia at www.omnialeather.com or call (909) 393-4400

Omnia’s 
Franklin Group

AMERICAN MADE

Personalizing lifestyle
We recognize that your customers have distinct styles different from everyone else, which
is why we give you the power to personalize lifestyle. From over 150 models and 400
leather and fabric options, you have the freedom to create designer looks that speak to
your customers’ tastes. Visit our showroom to expand your retail design boundaries.
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change what they do throughout the
year. When a salesperson is in a
slump, they change what they do. 

In addition, a store with no selling
system will experience a very wide
range of salesperson performance.
This means that each customer will
receive a different experience in your
store depending upon who greets
them at the door. 

Have you ever had a friend or
acquaintance walk into your store and
you said to yourself, “I hope Katie is
up. I sure don’t want Jimmy helping
them.” My question is…WHAT IS
JIMMY DOING GREETING ANYONE
if you don’t believe in his abilities?

Great sales training programs are
based upon the law of cause and
effect. This law states that if you find a
successful high achieving sales pro-
fessional and you duplicate what he
or she does, you will achieve similar
results, with the only variables being
attitude and tenure.

THE 2ND LEG... EXECUTE 
After a salesperson is trained to

master each step in a selling system
and understands the rationale behind
each step, she is ready to execute the
plan "live" with customers. 

THE 3RD LEG... REVIEW
There are two facets to the review

process. First review the sales perfor-
mance metrics, Then review or
observe the salesperson's interactions
with the customers. 

PRECEDENT METRICS
Performance metrics are split into

two very distinct categories, precedent
and dependent. Dependent metrics
are called dependent because they
depend upon something happening;
these metrics are the end results.
Precedent metrics are called prece-
dent because they measure the cause
rather than end results. If coaches
focus on proper causes as measured
by precedent metrics, effects will take
care of themselves.

Key Point: Dependent metrics are
derived from sales and traffic num-
bers. Precedent metrics are derived
from observing the salesperson.

The most recognized retail perfor-
mance metrics are dependent sales
performance metrics such as sales
volume, traffic, average sale, close
percent, hours worked, sales per hour,
items sold, average items per ticket,
and average item retail. Most retailers
capture some if not all of these, but
stand-alone, this data is not very use-
ful in coaching performance improve-
ment.

It is difficult to coach from depen-
dent metrics alone. They provide
insight regarding what to look for
when observing a salesperson’s inter-
action with customers, but it is the
measurement and coaching of prece-
dent metrics that creates real perfor-
mance improvement. 

Many sales managers tell me they
are coaching when in fact, they are
simply reviewing dependent sales

reports with the sales staff. Reviewing
performance numbers is NOT coach-
ing. Passing out reports is not coach-
ing. Coaching with dependent perfor-
mance metrics is frustrating for the
coach and equally frustrating for
salespeople. And, it creates no long
lasting performance increase.

Consider a baseball pitching coach
who solely focuses on Jimmy and his
high ERA, low strike count, high num-
ber balls & bases on balls and their
unacceptable wins and losses rather
than the skills that cause these unde-
sirable numbers. 

WARNING: The cure is not in "yelling
and telling" the dependent reports and
stats. Imagine a pitching coach say-
ing, "Jimmy, you need to reduce your
balls and increase your strikes." Jimmy
will say, "Duh coach...I know my
stats....how do I decrease my balls
and increase my strikes?…just tell me
what to do coach!" 

THE SECRET REVEALED: There is a
reason to monitor these dependent
metrics because they tell the coach
what to look for. Precedent perfor-
mance metrics, however, are the most
important metrics utilized for coaching
sales performance improvement. (Or
pitching performance in the game of
baseball) 

A pitching coach observes all key
facets of a pitcher’s delivery... things
like release point, stance, windup,
foot alignment and shoulder align-
ment. All of these nuances affect
where balls pass over home plate.
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“Have you ever had a friend or acquaintance walk
into your store and you said to yourself, ‘I hope
Katie is up. I sure don’t want Jimmy helping
them.’”
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Each little change at the release has a
big effect. 

A pitcher’s precedent metrics might
include his percentage of early releas-
es. If the pitcher releases the ball too
early 45 percent of the time, the ball
will often miss the plate. Lower the
precedent early release metric of 45
percent to say... 25 percent and the
ball will hit the strike zone more often
and the STRIKE COUNT WILL RISE!
Notice I said "Will rise" not "Might rise,
could rise or should rise." This
IMPROVEMENT is based on the law
of cause and effect.

Think... precedent equals skill and
dependent equals results.

Coaches, therefore, need to coach
precedent skills in order to change
dependent results. 

Just like there is real science in
pitching, there is real science in sell-
ing. In sales, precedent metrics are
the identification and quantification of
performance of the key skills in a sell-
ing system. If these precedent steps
are performed well by a person they
will see an increase in their dependent
performance metrics such as; sales
volume, average sale, close percent
etc.. The secret to coaching is to track,
measure and coach precedent skills. 

CONSIDER THE GREETING
Let’s consider the greeting as the

first sale a salesperson must make. If

successful, salespeople sell them-
selves and stay with the customer.
Imagine you have a salesperson who
has a high customer disconnect rate
at the door. This salesperson gets
released by using the phrase “Just
Looking” a high percentage of the
time. In order to help her, the coach
should observe how the salesperson is
greeting customers. Then she can be
taught to avoid greetings that elicit the
automatic customer response of “Just
Looking”. Most salespeople greet a
customer by saying something like,
“Can I help you?” These or similar
greetings will create a high disconnect
rate. 

In this greeting example, the prece-
dent skill can be measured simply as
a behavior or skill that did or did not
happen. How the salesperson greets
will change the dependent metric
which is the disconnect or “Just
Looking” rate. So, here is a takeaway
for you and your sales team… let’s
change the greeting to “What brings
you in today?” This greeting phrase
will cut the disconnect rate by 40-50%
or more. The precedent skill is using
the correct greeting. The law of cause
and effect states that they will LOWER
their disconnect rate by making this
simple adjustment. 

Ah Ha MOMENT: Therefore, an
improvement in a precedent skill met-
ric WILL improve the dependent met-

ric, in this example the "Just looking"
disconnect rate. And, when trained
properly, the other dependent metrics
such as sales volume, average sales,
etc., will also increase. 

THE 4TH LEG... COACH 
Ah Ha MOMENT TWO: Your job of
coaching is made impossible if you do
not have a sales training or selling
system. The system defines skills or
steps in your selling process. The sys-
tem is the precedent behavior or skill
that obtains the desired dependent
end result. If you have no sales train-
ing system in place, you will be left
floundering and unable to affect real
performance improvement. 

Coaching is comprised of three
things. Observing the salesperson,
reviewing dependent and precedent
performance metrics and teaching the
skills and rationale behind each skill. 

Coaching is made easy when there
is an effective selling system and there
is sound precedent and dependent
performance tracking. 

In the "Just looking" example above,
the sales coach simply coached TWO
THINGS. First, the coach taught the
salesperson a different greeting.
Second, the salesperson was taught
the rationale behind changing that
greeting. Just like the pitching coach
coaches the ball release point and the
rationale behind that release point.
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30 Days Before Training 30 Days After Training

Salesperson Traffic Improper
Greeting Disconnect Rate Traffic Proper

Greeting Disconnect Rate

Jim 50 41 60.0% 47 42 32.0%

Anna 61 57 41.0% 56 54 21.0%

Margaret 46 40 42.0% 48 37 23.0%

Phil 58 49 57.0% 52 46 21.0%

Macie 52 41 63.0% 57 52 26.0%

Gerald 44 38 36.0% 308 277 24.7%

Total 311 266 49.8% 308 277 24.7%

The chart shows
a 60-day view;
30-days prior
and 30-days
after teaching
the appropriate
greeting to the
sales team.
When the 
proper greeting
is utilized, the
disconnect or
“Just Looking”
rate plummets.
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Your job as a coach is to get the pitch-
er to understand that changes in the
release point will help to improve the
ball's trajectory. 

PUTTING IT ALL TOGETHER
Reference the chart showing actual

sales results achieved at retail by uti-
lization of the proper greeting dis-
cussed in the example. The dependent
metric is the disconnect or “Just
Looking” percent. The precedent met-
ric is the percentage of utilization of
the proper greeting. 

It shows a 60-day view; 30-days
prior and 30-days after teaching the
appropriate greeting to the sales
team. When the proper greeting is uti-
lized, the disconnect or “Just Looking”
rate plummets.

In summary, a poor coach “yells
and tells” the salesperson to improve
his or her greeting disconnect rate.
This inappropriate coaching is
focused on the dependent metric, the
disconnect rate. 

A good coach observes how the
salesperson greets customers and
then asks him or her to use a more
effective greeting. This good coach is

focused on the precedent metric, the
proper greeting percent, the cause. 

Offer: Furniture World readers can
sign up to take a free Sales Manager
Effectiveness Quiz and receive an in
depth report showing opportunities for
improvement or validating the fact
you are doing it right. 

To participate, log on to
www.IntegrityBusinessCoaching.com
and select “SALES MANAGER
QUIZ”? on the "Free Tools" menu on
the top menu bar. Fill out the online
form and you will be contacted to set
up for your free online quiz(s). 

About Hal McClamma: Founder of
Integrity Business Coaching, Hal
McClamma has over 30-years in the
home furnishings, appliance and elec-
tronics industry. He has owned suc-
cessful full line furniture stores and
sleep shops. McClamma has also
been a successful award winning dis-
tribution center manager, single &
multiple store manager and company
Vice President for Havertys Furniture,
Barrow Furniture, Maas Brothers,
Burdines & Jordan Marsh.

Hal has taught his business, sales
and leadership concepts to stores with
annual revenues from under $1 mil-
lion to well over $500 million in 38
states and overseas.

He is the author of the Engineered
Success Leadership Program used by
corporate America inside and outside
of the furniture industry. 

Questions about this article, related
topics or to get more information on
the sales manager quiz, email Hal at
Hal@IntegrityBusinessCoaching.com
or call 334.470.9999.
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"Duh coach...I know my stats... how do I decrease my balls
and increase my strikes?…just tell me what to do coach!" 
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T
he homonyms Insure and
Ensure have similar pronuncia-
tions but different meanings.
According to Webster, Ensure

refers to making sure or certain, or to
protect. Insure alludes to a contractu-
al relationship to be remunerated for
a legitimate claim or to pay monies to
protect against loss or damage. Both
have meaningful purpose in manag-
ing the administrative and financial
affairs of retail furniture organizations.

This 90 Seconds To Success Series
installment will list eleven progressive
and thought-provoking leadership
precepts that “Ensure” retail organiza-
tions retain positive attitudes and
achieve continuous improvement.

I urge Furniture World readers who
have an interest in “Insuring” retail
organizations against loss and dam-
age to reference Stephen J. Wisocky‘s
excellent “Risky Business” series for a
complete discussion. Past articles in

Furniture World’s “Risky Business”
series can be seen at furninfo.com/
Series/RiskyBusiness.

WHAT GOOD
LEADERS ENSURE

1.Good retail leaders ensure that
although personnel are not

delineated on a balance sheet, they
are a company’s most valuable asset. 

2.They ensure that ethics are never
subordinated or compromised to

effectuate revenues. When credibility
is lost in one area, it is frequently lost
in all areas.

3.They ensure that staff members
know and understand how to

respond and articulate corporate
strengths, weaknesses, threats and
opportunities whether they are selling,
buying, merchandising, advertising or
delivering products. 

4.They ensure that they regularly
review working capital ratios and

trends. Waiting to review financial
results until year’s end is a formula
that invites failure. 

5.They ensure that they plan prop-
erly. When leaders fail to plan

and are guilty of managing by pro-
crastination circumstances frequently

dictate decisions. 

6.Good leaders ensure that they
understand and respond to

changing market trends before rather
than after competition has “seized the
moment”. The first into a market reg-
ularly gains and retains market share. 

7.They ensure that they match skills
and passion to each specific job.

Every associate desires advancement,
if not in responsibility, at least in com-
pensation. Promotion based on
longevity has merit but results based
on performance and skills that are
specified in job descriptions produce
superior rewards in leadership and
performance.

8.Good leaders ensure their asso-
ciates understand that positive

attitudes are more important than
facts. Facts change. New opportuni-
ties present themselves with regularity
if we consider each event as a step-
ping stone rather than a stumbling

90 SECONDS TO $UCCESS SERIES
Eleven thought-provoking leadership precepts that ensure success.

by Ray Morefield, Common Goals

Retail Adviser
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“When credibility is
lost in one area, it is
frequently lost in all
areas.”

“Good leaders ensure
their associates 
understand that positive
attitudes are more
important than facts.”
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block. 
William James said: “The greatest

discovery of any generation is that a
human can alter his life by altering his
attitude.” 

9.They ensure that objective fact
finding has greater managerial

merit than blame-placing when reme-
diation of policies and action are
required.

10.They ensure that immediate
supervisors understand that

loyalty to the organization by associ-
ates increases in proportion to the loy-
alty that supervisor’s extend to them. 

11.They ensure that they take the
time to review and codify the

company mission statement. 
Mission statements have merit but

frequently are not maximized as a

management tool. Regular review by
motivating managers ensures that
effective mission statements accom-
plish the following:

• The corporate vision should be
defined in a way so that all associ-
ates understand their involvement
in achieving the stated mission.

• Authors of the statement should
understand that until and unless
specific purpose is defined and
measured, mission statements and
management policies lack merit
and meaning.

• Leadership should realize that
reviewing mission statements and
reporting results regularly encour-
ages employee participation and
enthusiasm.

CONCLUSION
Judiciously Insuring corporate

assets and assuring that best business
practices are Ensured, postures most
enterprises for secure employment,
positive growth and profitable futures.

About Ray Morefield: Ray Morefield
has been affiliated with leading corpo-
rations in the furniture, housewares,
hardware and coatings industries. He
has also served other industries in an
advisory capacity through his compa-
ny Common Goals, Inc. Questions on
any management topic, can be direct-
ed to him at editor@furninfo.com.
See more of his articles for
Furniture World
Magazine on the furn-
info.com website at
www.furninfo.com.

“Good leaders ensure 
that all staff members know and understand how to respond and 
articulate corporate strengths, weaknesses, threats and opportunities. 
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DROPPED CALLS 
Are you losing sales to competitors who offer a better 

mobile experience? Find out if your website measures up. 

by Jay Bojan

I
t is a fact that well over 50% of the
active shoppers in the US constant-
ly use their smartphones to search,
research and buy while on the

move. This number is increasing
rapidly as more sophisticated phones,
lighter tablets and faster networks pro-
liferate the marketplace. Having a
desktop-only website along with ads
in local newspapers will not reach this
emerging group of digital consumers.
It is critical that you build a robust
mobile marketing strategy which will
enhance your brand message and
drive more business through your
door.

You’ve seen customers walking
around your store with their phones.
They are researching your competitors

and making sure they are getting the
best deal. Smartphones empower
users to find the information they
want, when they want it.

If you don’t have a mobile presence
equal to or better than your competi-
tors’ sites, potential customers may
choose not to visit your store first.
However, if they do visit your competi-
tion first, and while there find your
easy to use and compelling mobile
website, they may well decide to pay
you a visit. Industry statistics indicate
that over 70% of mobile users skip to
the next site after a poor mobile web-
site experience (Source: Neilsen
2012) and smartphone shoppers
want more mobile-optimized product
information while they’re shopping in

stores. (Source: Moosylvania, 2013)

GET ‘EM IN THE DOOR
How do you get consumers into

your store in the first place?
Traditional advertising channels such
as print, TV and radio have suffered
double digit declines. Digital ads tied
to social media campaigns optimized
for the mobile consumer are success-
fully taking up the slack. Not only are
these ads more cost effective than tra-
ditional channels but they are a
mobile user’s preferred method of
engaging with your brand. 

This article will give you real,
actionable tactics to address this mas-
sive mobile marketing opportunity. 

Retail Technology

“A good mobile experience
must be finger friendly with
big buttons to tap and swipe
versus using a mouse and 
full keyboard.”

Desktop version for Bob
Mills Furniture is shown at
left along with the mobile
version that has fewer, larg-
er buttons, less text and
fewer choices.
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GOING MOBILE.
Two approaches have emerged

over the last 18 months as best prac-
tices in establishing a mobile pres-
ence. The best approach for you
depends on the products and or ser-
vices you offer. 

But, before we discuss your options
it’s important to understand how
mobile users are different than
Desktop or Tablet users. Their needs,
motivations and behavior are unique,
and your solution needs to mirror this. 

Mobile Users are looking for very
specific features:
• Action oriented experiences:

Get to the point. Mobile users
generally don’t like to read lots of
detail. They are impatient, hungry,
shopping or on some mission that
needs quenching.

• Fast results: The site has to load
in under 7 seconds or three 
quarters of consumers are off to
your competitor.

• Easy to follow Graphical 
interfaces: Creating a compelling
and engaging experience pays off

because its cool, and mobile users
don’t like to read or type. +80%
of shoppers use phones versus
tablets due to the convenience fac-
tor (Nielsen 3/12).

• Location services: Step by step
directions with maps and Click to
Call are very valuable.

• Easy Signup: Whether it’s email
or social media, it needs to be
push button simple.

• Finger friendly: Use buttons to
tap and swipe versus using a
mouse or full keyboard.

To fully meet the needs of the
mobile consumer, sites must be
designed to incorporate all these fea-
tures, which are less important to the
desktop or tablet user. Content, con-
text and engaging experiences are
critical to capture their attention and
business.

It’s shocking, but in my personal
experience, many owners or senior
managers haven’t looked at their
website from their phones, while 50%
or more of their customers do! We all

know the benefits of being a secret
shopper. Try going to your phone, call
up your website in the internet brows-
er to see your mobile presence first
hand. If you see a desktop site on a
small screen then you’re not meeting
the needs of today’s consumer and
chances are you are losing sales to
your competition. Check them out on
your phone too and then read on.

The images that accompany this
article represent a sequential mobile
experience that meets the needs of a
mobile user shopping for furniture.
Here the shopper touches graphics
and is lead down a series of logical
questions until a product matching his
or her answers is recommended.

The selection process simultaneous-
ly fills out a form as the user selects
graphics. The form is then emailed to
the customer service department to
address next steps such as setting up a
design appointment with or contact-
ing the consumer to complete a sale.
We have used this approach from
cosmetics to auto-glass and find it to
be very engaging. You simply don’t
find these experiences on desktops.

Mattress selector
gives mobile viewers
product categories to
choose without 
typing. As potential 
customers touch the
graphics, the system
focuses on the
appropriate mattress
choices/ vendors.

“If customers visit 
your competition first, and while there find your
easy to use and compelling mobile website, they
may well decide to pay you a visit.”
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TECHNOLOGY CHOICES
As referenced earlier, there are two

industry approaches to mobilize your
website:

Mobile Optimized Sites: Build a sep-

arate Mobile Optimized version of
your desktop site.

Responsive Web Design: Rebuild
your entire website using technology
that responds to each device’s screen
resolution.

MOBILE OPTIMIZED SITES
A separate Mobile optimized site

can be very effective when designed
and built to specifically meet the
needs of the mobile consumer. These
are consumers who have elected to
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Bojan’s Furniture & Outdoor Living is a mock up of a mobile site that
includes a host of mobile optimized features that you will want to consider.
Graphics load quickly along with text, pricing, and buy-now content that
feeds from an existing POS/ inventory management/ eCommerce software
system provider. The site provides single button access to advertised 
specials, new item listings, the ability to browse furniture, step by step
directions, social media and coupons.

“I feel that Dispatch Track is one 
of the greatest technology tools
our company has ever utilized.”

- JoAnn Gantner
Vice President
Rothman’s Furniture

“DispatchTrack really cuts down
on the frivolous claims that 
happen after our crews leave and
allows us to get the problems
resolved much quicker!”

- Trey Smith
Ivan Smith Furniture

Saving These Furniture Retailers Over $1 Million Every Month!
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follow your brand, as well as new
potential consumers who will find you
on the web. As stated previously, well
over 50% of the active shoppers in the
US constantly use their smartphones
to search, research and buy while on
the move. This number is increasing
rapidly as more sophisticated phones,
lighter tablets and faster networks pro-
liferate in the marketplace. Having a
desktop-only website along with ads
in local newspapers will not reach this
emerging group of digital consumers.
It is critical that you build a robust
mobile marketing strategy to build
your brand and drive more business.

In developing such a site, the first
step is to find an experienced mobile
web provider who understands:

• The buying process for your 
products.

• What is the effectiveness of
mCommerce.

• What your short and long term
objectives are for mobile 
marketing.

• How customers find you today.

• What they expect of your brand.

• The mediums and resources 
available. 

• What your competition is doing.

• The key value of your brand. 

The mobile web designer should lay
out an experience to meet the needs
of your brand, your mobile users and
help drive more business.

On page 24 is a site design
focused on providing actionable data
to get customers to visit a store
because most consumers want to size,
sit upon, touch and envision the furni-
ture in their homes. Actionable data in
this context is single button access to
advertised specials, new item listings,
the ability to browse furniture, step by
step directions, social media integra-
tion and coupons. An interesting fact
is that redemption rates for mobile
coupons are 10 times higher than tra-
ditional rates at approximately 20%.
(Borrell Associates 2011)

It is important to note that much of
the content in this design is fully

dynamic. For this example, the con-
tent is from direct feeds (automatic
streaming data) from a central com-
puting ERP system so that changes on
the desktop site are fully reflected in
the mobile site automatically.

Once the mobile site is complete, a
simple rule is added to your desktop
website that recognizes when a
mobile device is attempting to reach
you. When this happens, the mobile
user will see only the mobile version of
the site without having to type in a dif-
ferent web address. It’s a completely
seamless and automated process.

CONSIDERATIONS
If you are happy with your current

desktop website, then consider a
Mobile Optimized site which can be
implemented rapidly and at low cost.
The focus of this site is to speak to the
mobile consumer which often includes
experiences not found on the desktop.
A separate site, done right, should not
present a maintenance problem. Plus
it can be tightly integrated into your
back-end systems and feed content
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Above is an example of a responsive site (all rights are that of the site owner). At left is the Desktop Site with full layout.
When the screen size is reduced, note that the header image adapts to fit, and information boxes are shuffled. The 
content is not missing, just redeployed. When made the width of a phone at right, the information boxes collapse to fit
the screen.

Responsive Site: Desktop-Tablet- Phone
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from an existing eCommerce or ERP
system enabling automatic content
synchronization.

RESPONSIVE WEB DESIGN
Responsive Web Design (RWD) has

emerged over the last 6 or 8 months
as an approach for businesses that
are ready and able to redesign their
entire web experiences to take advan-
tage of mobile. Often this includes
scrapping an existing desktop site
design so new programming tech-
niques can be used.

RWD is already proving to be a
great technology that promises to
address every consumer screen size
with a single website. This includes
desktops, phones, tablets, TV and any
other devices. The system is built to
detect the screen size of the device
accessing the website. Delivered con-
tent is then automatically reconfigured
to fit the screen. For illustrative pur-
poses an example of a Responsive site
is shown on page 24 (all rights are
that of the site owner).

The appeal for RWD is clear. You
only need to build a single website
with a single code base to support any
and all devices. This is an IT
Manager’s dream, but there are
downsides. The main disadvantage is
that since you are effectively building
your entire web experience from
scratch, you will incur additional costs
and time before you can take your
business mobile. 

To build a website using RWD, you
typically begin by redesigning your

desktop website to conform to the
special rules that RWD demands. Your
website will need to break down into
components in a column type struc-
ture that will resize and reposition ele-
gantly based on the screen size. 

Notice that the illustrated site has a
certain structure to it which is common
to RWD. It contains a header with a

menu, main image across the top of
the page with end to end boarders
coordinating with a body of text
beneath, and then multiple, but seg-
mented topics in boxes or containers.
This is a well laid out site with clever
styling to create a good experience for
the user of multiple devices.

Today the big picture is, RWD is

“An App?
if not already downladed, Apps are inconvenient
to a large percentage of shoppers. Apps have thier
place and can be extremely useful, but 94% 
of users prefer the web... search, select and go!”
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ideal if you
want strong support

for the desktop and tablet
user, but presents complex

challenges as the screen is
reduced down to a phone.

Therefore, a review of the type of
product, services and/or experiences
required to maximize engagement is
required. There are some industries
where the decision to go RWD is sim-
ple. For example, the law site shown
on the previous page is a good fit for
RWD because users go there to read-
up on the latest info and generally do
not need to interact.

To be clear, RWD is maturing at a
rapid pace, and as with many tech-
nologies what is difficult today will be
an easy standard tomorrow. Again,
take a look at your needs and the

state of your current desktop web
presence. That will help clarify your
path to adapt the right technology.

RWD CONSIDERATIONS
The primary considerations when

opting for RWD as opposed to a dedi-
cated mobile experience are:

• RWD downloads and reformats the
desktop site to conform to the
screen size. This could well mean
downloading a full desktop worth
of content to a mobile device.
Therefore, you must pay attention
to what is actually getting down-
loaded to the mobile device. If
your desktop site is graphic or
video intensive it may take much
longer than the 7 seconds a
mobile user is willing to wait. As a
general rule, a proper mobile opti-
mized site will be about 15% of
the size of a desktop site so it can
load extremely quickly. 

• RWD is inherently a “jack of all
trades” approach. It is easy to
spend time designing for the
device without thinking through the
mobile user experience. What
works on a desktop does not
always work on the mobile device.
RWD will rarely reduce large bod-
ies of text. Often, RWD simply
reformats text to fit the smaller
screen. Mobile users end up hav-
ing to scroll through all this text to
find something useful. 

SUMMARY
As with all marketing initiatives, the

objective is to optimize the results of
any investment by reaching more tar-
geted prospects and turning them into

customers. Make sure your prospects
can find you. This takes a solid mobile
presence and requires that you match
the mobile experience to how your
consumer prefers to engage with your
brand and consume your products/
services. 

If this community of mobile users is
lost to you, act to capture them by cre-
ating an experience that will engage
them. 

Your choice is simple. Either build a
dedicated mobile site that presents
experiences not found on your desktop
site but relevant to your products and
services, or rebuild your entire web
experience from scratch and tweak it
for the Mobile user. In either case,
make sure you are dealing with a sea-
soned mobile designer who under-
stands what makes mobile users
respond.

About Jay Bojan: Jay Bojan is an
entrepreneur and CEO of Wapple US.
He and his business partner, Darrell
Knight have been in mobile for over 13
years and founded a Cloud based
company way back in 2001, when
clouds where more weather oriented
than they are today. 

Wapple has been developing mobile
solutions for over 10 years for brands
such as Microsoft , P&G , Covergirl,
Pantene, American Furniture
Warehouse, Bob Mills Furniture, Olay
and more. Today Wapple continues
practicing mobile first excellence and
offers Responsive Web Technology
solutions.

Questions about this article can be
directed to Jay at 719-330-9697 or
jay.bojan@wapple.us.
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“Your choice is simple.
Either build a mobile
site that presents 
experiences not found
on your desktop site
but relevant to your
products and services,
or rebuild your entire
web experience from
scratch and tweak it 
for the Mobile user.”

DROPPED CALLS 
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M
any retailers are unaware
that New Hours of Service
Regulations enacted on
July 1, 2013 will result in

higher costs and possible delivery
delays. Also, you run your own trucks,
your company and/or your drivers are
legally responsible for compliance. If
your drivers don’t get enough time off
between shifts, drive more than 11
hours straight or exceed 14 hours on-
duty time, penalties are substantial.
Here we will summarize the new regu-
lations, suggest ways to minimize
costs and to possibly even to improve
your methods in receiving and deliv-
ery.

After 14 years of ongoing battles,
the new Hours of Service regulations
cover all operators of commercial

vehicles with gross vehicle weight
(GVR) in excess of 10,000 pounds.
While these regulations hail from the
U.S. Transportation Department, most
state laws automatically follow the
federal rules for intrastate operations.
This article applies to general trucking
and excludes passenger buses, oil
field operations, agriculture, delays
due to weather, hazardous materials,
emergencies, etc. All operators of
trucks are included whether they
require a general license (non-CDL)
for commercial vehicles from 10,001
to 26,000 pounds or a Commercial
Driver’s License (CDL) for heavier
vehicles. 

Proponents of the regulations
claimed the regulations requiring
more driver rest will increase safety

while industry opponents said the
rules would add cost without improv-
ing highway safety. Final closure came
when a three-judge panel of the Court
of Appeals in Washington made a
final decision... for now. FTR
Associates, a leading trucking industry
forecaster estimates that the new reg-
ulations will increase annual trucking
costs by 3% or 18 billion dollars in a
public document available at
http://bit.ly/1dqbOSM.

SHORT & LONG HAUL
There are two types of operations,

Short Haul Operations and Long Haul
Operations. Short haul drivers oper-
ate from one point and come back
daily. Short Haul operations are
defined as 100 nautical miles (115.1

NEW TRUCKING REGS
Reduce the impact of new driver rules on costs and delivery delays.

by Dan Bolger

Inbound dropped trailer.

“Set aside an express receiving dock for carriers who are
delivering just a few pieces. Ultimately any costs associated

with delays will become your costs.”
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miles) for vehicles requiring a
Commercial Driver’s License or 150
nautical miles (172.6 miles) for vehi-
cles that do not require CDL licensed
drivers. The new regulations specify
that before starting work, drivers must

have been off duty for ten hours. In
the next 14 hours they may drive a
total of 11 hours, followed by 10 off-
duty hours. They may drive a total of
60 hours in seven days or 70 hours in
eight days. If they reach the limit, they

must have 34 hours off-duty which
includes two time periods from 1 AM
to 5 AM. This is a major increase from
the previous law, and is commonly
referred to as the 34-hour restart. Log
books are not required, but records in
prescribed format must be maintained
for six months. Long Haul operations
also require a 30 minute break within
the first 8 hours and require log books
which are increasingly being replaced
with electronic logging. 

These regulations are important to
keep in mind. You should also be
aware that if a carrier is delayed for
any reason at any stop prior to yours,
it will affect you, as well as other
retailers receiving goods after you.
Ultimately any costs associated with
delays will become your costs,
whether they manifest in your rates or
in detention charges. So, it is in every-
one’s best interests to keep the trucks
moving. Here are some ideas to con-
sider on the inbound side to help your
carriers meet the regulations.

Minimize delay time for inbound
trucks while checking in, getting to the
dock and unloading. Ask yourself
these three questions.
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At left is inbound waiting for delivery, prepped
and staged. All merchandise should be fully
prepped and staged to avoid delivery delays.

“Concentrating 
your business with
a limited number
of carriers offers cost,
damage prevention,
and improved advance
information.”

COSTS & DELIVERY DELAYS
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• Is the necessary information and
equipment available to start
unloading? 

• Do you have enough receiving
help? 

• Are there delays in reconciliation
due to your internal processes?

Set aside an express receiving dock
for carriers who are delivering just a
few pieces. Rather than waiting in line,
these carriers can back into the
express dock and move the goods to
the rear for quick check-in and depar-
ture.

Consignee unloading. In this case
the carrier puts the trailer in the dock
and departs, coming back to pick up
the empty. You get a better rate and
the carrier achieves higher equipment
or driver utilization. If you have truck
parking space on your lot or nearby,
the driver may appreciate being able
to go off duty and take a rest break. 

Consolidation: Concentrating your
business with a limited number of car-
riers offers cost, damage prevention,
and improved advance information. 

With a maximum legal on-duty time
of 14 hours and maximum driving

time of 11 hours, minimizing non-pro-
ductive time for your delivery crews is
also essential.

Be Prepared: All merchandise should
be fully prepped and staged for deliv-
ery. Time after time I see crews wan-
dering around looking for merchan-
dise or doing additional prep that
delays truck departures.

Final Check: All the merchandise
needed to complete the delivery
should be verified. Are tools or addi-
tional parts such as bed frames and
bolts loaded? This eliminates surprises
and customer grievances upon deliv-
ery.

Plan Ahead: Even though your cus-
tomers have likely been advised of
their delivery window or appointment,
a call ahead from the DC confirming
the appointment or a call 30-45 min-
utes before the anticipated arrival can
improve turnaround time.

Management Oversight: Make sure
everybody does their job. Check and
double check.

In closing, I’m reminded that taking
a fresh look at every process offers

opportunities to improve and gain
competitive advantage with terrific
customer satisfaction. Remember the
question “How do you eat an ele-
phant?” “You eat an elephant bite by
bite!”

More Important Information: It’s
important for companies running
trucks to know that on-duty time is all
inclusive. For a more technical
description visit the US Department of
Transportation Federal Motor Carrier
Safety Administration page that
describes exactly what on-duty time
includes at http://1.usa.gov/13Ridzn.

About Dan Bolger: Contributing edi-
tor Dan Bolger of The Bolger Group
helps companies achieve improved
transportation, warehousing and logis-
tics. Contact Dan Bolger care of
Furniture World Magazine at dbol-
ger@furninfo.com or call him direct at
740-503-8875. For more information
on transportation, logistics and furni-
ture warehousing topics, go to
Furniture World Magazine’s website at
http://www.furninfo.com/Authors/
DanBolger/2 to read all of Dan’s
operations articles.

References:

Federal Register: http://1.usa.gov/y0gDMZ

Overall Index: http://1.usa.gov/a1iTtK

Short Haul Drivers:
http://1.usa.gov/OukHfy

Hours-of-Service (HOS) Regulations
Source: http://www.fmcsa.dot.gov/

11-Hour Driving Limit: May drive a maximum of 11 hours after 10 con-
secutive hours off duty.

14-Hour Limit: May not drive beyond the 14th consecutive hour after com-
ing on duty, following 10 consecutive hours off duty. Off-duty time does not
extend the 14-hour period.

Rest Breaks: May drive only if 8 hours or less have passed since end of dri-
ver’s last off-duty or sleeper-berth period of at least 30 minutes. [49 CFR
397.5 mandatory "in attendance" time may be included in break if no other
duties performed] Not applicable to Short Haul Drivers.

60/70-Hour Limit: May not drive after 60/70 hours on duty in 7/8 con-
secutive days. A driver may restart a 7/8 consecutive day period after tak-
ing 34 or more consecutive hours off duty. Must include two periods from
1 a.m. to 5 a.m. home terminal time, and may only be used once per
week, or 168 hours, measured from the beginning of the previous restart.

Sleeper Berth Provision: Drivers using the sleeper berth provision must
take at least 8 consecutive hours in the sleeper berth, plus a separate 2
consecutive hours either in the sleeper berth, off duty, or any combination
of the two.
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I
had no idea that my entire life
would change when I walked into
a little barber shop in Mount
Rainer, Maryland and met Don the

Barber. When I strolled in I was an 18-
year old high school graduate with a
foggy, undefined future. I was working
in a lumber yard. When I left Don’s
shop I carried the secret of destiny
with me. 

I didn’t know it, but the book I had
in hand would teach me the one thing
most people fail to do when they are
in a desperate situation: It would
teach me that it was possible to think
my way out of any situation, no matter
how dire. Not that I would learn this
lesson quickly. To learn to think takes
a lifetime of effort. And just when you
imagine you know how to think, you
realize that you have barely scratched
the surface. What this book convinced
me is that it is possible to learn to
think creatively. And simply believing
in the possibilities of a new way to live
radically altered my future.

In this article I will explain what I
learned, and tell you how to apply
creative techniques to sell more home
furnishings. It will be possible to do
this because I have seen these cre-
ative principles applied by some of the
great furniture entrepreneurs. My first
furniture job was working for Charles
Curtis of Curtis Bros. Furniture in
Washington, D.C. At the time, Curtis

Bros. was the largest furniture store
under one roof in America. Charles
achieved the first single location mil-
lion-dollar month in furniture history.
After that I worked for Clyde Bedell,
the great advertising genius. There
followed tours of duty for Leon Levitz,
and then John F. Lawhon. Each of
these men had a vital piece of the
puzzle. Each was creative in a unique,
pragmatic way. And each of them
made a lot of money. Yet times have
changed. Now additional creative
techniques are necessary to achieve
success in marketing home furnish-
ings. I will explain. But first, let’s return
to the gift of Don the Barber.

I AM LENT A WEIRD BOOK
Don chatted away about strange

things as he cut my hair. He talked
about the destiny of humankind, and
asked me what my own role would be
in shaping it. I was completely puzzled
by the subject. At the time I was hop-
ing to get a job with the telephone
company so I could make a reason-
able wage and have some job securi-
ty. That was the extent of my aspira-
tions. But he brushed this aside and
urged me to dare to a dream of “a tri-
umphant human life.” This was con-
fusing to me, but it was kind of fun to
talk with Don. 

And when I paid him for the hair-
cut, he handed me a book. Don
expressed his desire that I would read
it. When I looked at the cover, I was
really baffled: “Raja Yoga, or Mental
Development.” I looked into his eyes
hopefully.

“Don, you don’t believe all this stuff

CREATIVE RETAILING IN 5 STEPS
How to light up your latent powers to market home furnishings.

by Larry Mullins

“Don chatted away about
strange things as he cut my
hair. He talked about the 
destiny of humankind, and
asked me what my own role
would be in shaping it.”
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do you?”
Don smiled and replied: “Oh, I’m

not asking you to believe anything. A
book is like a cafeteria. If you see
something you like, take it. If what you
see does not appeal to you, pass it by
for now. You may change your mind
and go back for it later.”

Later, in my room, I read by an
open window. 

“We are perhaps unaccustomed to
the idea of mastery over our own
inner thoughts and feelings… It
should be as easy to expel an obnox-
ious thought from your mind as it is to
shake a stone out of your shoe; and
until you can do that it is useless to
talk about ascendency over Nature,
and the rest of it ... 

“Yet the weary and careworn faces
that we meet by the thousands, even
among the affluent classes of civiliza-
tion, testify too clearly how seldom this
mastery is obtained.”

I read and read. When I looked up,
daylight was fading. I looked around
at the poverty of my surroundings. But
now I believed something I never even
considered before. There is another
way to live. My education had begun. 

WHAT DOES THIS HAVE TO
DO WITH FURNITURE SALES?

Actually, creative Thinking (with a
capital T) can save the struggling
independent furniture entrepreneur. I
receive many calls from desperate
store owners claiming that big box
stores are ruining their businesses. I
first ask whether they have family-
friendly store hours. Almost always
they disclose store hours that make it
difficult for a couple to shop the store
together. So (in most cases), by having

no days with evening hours and mak-
ing Saturday the only day to shop the
store’s selection as a couple, these
entrepreneurs train prospective cus-
tomers to choose one of the big boxes
instead. All big boxes have convenient
store hours. Hours are not a cure-all,
but they are becoming increasingly
important. Next, I check the store’s
website. Websites are the most griev-
ously ignored opportunity for the inde-
pendent. Even large independents
rarely look at their websites on a reg-
ular basis. Are they posting their cur-
rent ads? Are their websites up to par
with the latest goings on? Even grand-
pa uses the internet to get shopping
information these days. 

If struggling stores want to attract
more traffic, convenient hours and
vibrant websites are two simple tactics
that cost very little but could set into
motion a game changing attitude.
Change is inevitable, and never has it
been so virulent as in recent years in
the furniture industry. The good news
is that smart independent retailers
who are willing to adapt to change
can flourish. There are so many tacti-
cal things an independent can do that
big boxes cannot. But before you can
employ killer tactics with maximum
effectiveness you must first have a cre-
ative, strategic game plan. The New
York Giants would never enter into a
football game against the New
England Patriots with a bunch of good
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plays but no strategic game plan.
What I learned from “Raja Yoga”

was the need to think strategically.
Charles Curtis and each of the other
great furniture men I worked for had
this capacity to think creatively and
strategically. They sold furniture and
they made money. They were not per-
fect, in fact they made mistakes. I
watched a couple of them rise to the
top of the industry and then slowly
fade away. What was the missing
ingredient each seemed to lack? It
was something they had in abun-
dance at one time, but they somehow
lost along the way. Empathy. Not just
empathy for their customers, empathy
for their associates and vendors. 

Consider the independent who set
his store hours in place over twenty
years ago. That was before so many
families were headed by two working
adults. It was before people were so
busy and had so little free time. It was
before the big boxes offered evening
and Sunday hours. Modern shoppers
do not want to arrange their sched-
ules to shop at the convenience of the
furniture store owner. Wise entrepre-
neurs consider it their strategic mis-
sion to strive to improve the lives of
their customers. This requires a spe-
cial degree of empathy for the
demanding schedules of today’s fam-
ilies. 

But all of this aside, I promised you
some pragmatic creative techniques
that you can use to sell more home
furnishings. Here are three of the best
I know.

THE THREE KEY
CREATIVE STRATEGIES

1.Time Blocking: How to set
aside nine forty-hour weeks

dedicated to strategic planning. For
the average under-performing entre-
preneur, learning ends after formal
education stops. This will not do if you
want to achieve retailing excellence.
An investment of an hour a day
toward new strategies and skills will
give you an important competitive
edge. 

Why? Because the odds are good
that not a single one of your competi-
tors will make this commitment. One
hour each day equals over nine forty-
hour weeks a year. In five years, you
will have accumulated forty-five work-
weeks of research and study. What
kind of progress do you imagine you
could make if you invested forty-five
work-weeks of research and study
over the five-year period? Because
almost no one does this, you can look
forward to some degree of proficiency
in a year. In three years, you should be
outstanding in your field. In five years,

you will have spent over forty-five
weeks of effort toward your goals.
With any luck at all, you will be world-
class. But if an hour a day is out of the
question, even one hour a week of
undistracted time to think will yield big
improvements and greater success.

2.Leveraging with Synergy: How
to make one plus one equal

four. Seem impossible? The secret of
leveraging your resources is born of
the understanding of synergy. Many
years ago, a man named Buckminster
Fuller said that when you combine
certain ingredients the result cannot
be predicted. For example, when you
combine two volatile gases, oxygen
and hydrogen, you get water, a liquid
that puts fires out! 

If I gave you six matches and chal-
lenged you to arrange them to make
two triangles, you would have no dif-
ficulty. But if I challenged you to
arrange them to make four triangles,
you would certainly have much more
difficulty. To most people the chal-
lenge would appear impossible.
“There just aren’t enough matches,”
they might complain.

However, if we could change a per-
son’s attitude toward the problem,
and get him or her to consider the
possibilities rather than just the obsta-
cles and limitations, a solution could
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emerge. What changed?
Attitude was the only change. First,

the mental attitude. When you expand
your own vision, when you approach
a problem with the belief that a solu-
tion is possible, new possibilities
become obvious.

Attitude also has another meaning.
It also means the position of an object
in relation to other things – its rela-
tionship to other things. To solve the
problem, we had to change the rela-
tionship of the matches to one anoth-
er. I believe you can see the correla-
tion between this puzzle and making
the most of your resources.

3.The “Secret” Formula for
Unlocking Your Creativity. The

formula I am about to show you was
featured in the “Raja Yoga” book that
was originally published in 1906.
More recently a big time advertising
expert claimed it for his own. He wrote
that the reason he was willing to
reveal this “secret” was because he
knew no one would use it, it is so
unique. But he also claimed the for-
mula was the key to his success. 

Like most secrets, this one has been
lying around in plain sight for a long,
long time. However, I use it constant-
ly. I have no idea how the formula
works, I only know it does. It has five
simple steps.

STEP ONE is to cram your mind with
all the factual information about the
issue you can.

STEP TWO is to consciously “drop”
everything into your super-conscious
mind. Command the mind to work
out a solution. This incubation period
is crucial. Resist the temptation to
“open the oven door” to see how
things are going. Just forget the issue
and do other things. Before you know
it the buzzer will go off.

STEP THREE is the “Ah Ha” moment.
The solution emerges. 

STEP FOUR is the action step. No
decision is complete until it is acted
out.

STEP FIVE is to evaluate the results.
Adjust, and recycle.

I have only scratched the surface of
the creative tactics that you can
employ to be more productive and
successful. Remember that you have
under-used or unused resources that
the big box corporate competition
cannot employ. They are locked into
item-price presentations that all look
just about the same. Don’t try to copy
them, don’t compete in their bloody

shark tank. Rather, create a “Blue
Ocean” domain of your own. People
are silently begging for an empathetic
furniture retailer in your market who
can be trusted. That’s you. You have
virtually unlimited possibilities to
establish yourself as the preeminent
retailer in your market. 

Questions on this article? Call Larry
directly for a free consultation at
904.794.9212, or contact him at
larry@larrymullins.com . Larry Mullins
is Marketing Feature Editor for
Furniture World and has 35+ years’
experience on the front lines of furni-
ture marketing. Larry’s mainstream
executive experience, his creative
work with promotion specialists, and
mastery of advertising principles have
established him as one of the foremost
experts in furniture marketing. His
turnkey High-Impact programs pro-
duce legendary results for everything
from cash raising events to profitable
exit strategies. His newest book is THE
METAVALUES BREAKTHROUGH. Larry
is founder and CEO of UltraSales, Inc.
See more articles by Larry at www.furn-
info.com or www.ultrasales.com. 
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Retail Skill Builder

PINEAPPLE HOSPITALITY
A three-step process to explain and train your way to a 

comfortable and hospitable customer buying experience.

Rene’ Johnston-Gingrich

M
uch of what we see in art
and architecture is symbol-
ic. We see the use of cer-
tain colors and symbols to

express a feeling, establish presence,
or make a statement. These same
messages can be seen in furniture
design, especially traditional furniture.
In studying the meaning of certain
pieces of art or architecture, and even
furniture detail, there is much we can
learn. In this article, I would like to dis-
cuss some of the lessons in customer
care we can learn from one specific
design motif.

The pineapple is one of the most
recognizable motifs in furniture design
and a widely recognized symbol of
hospitality and the symbolic design I

want to discuss. The work itself is icon-
ic, but what I would like to suggest is
that we look to the meaning behind
this design and discuss what it can
teach us about how we treat our cus-
tomers and how we can provide them
with the best possible service. First, a
little history.

It is believed that American colonists
began importing pineapples from the
Caribbean in the 17th century.
Because of this fruit’s exotic qualities
and rareness, the pineapple soon
became a symbol of hospitality in early
America. The trade routes between
America and Caribbean islands were
often dangerous and slow, making the
fruit a rare commodity. Typically, only
the very wealthy had access to this del-

icacy. 
During this time, much pomp and

circumstance surrounded the featuring
of a pineapple in beautiful displays
designed to impress guests. It is even
rumored that the fruit could be rented
to use in a display for a gathering or
event and later returned or sold to
someone else. If guests were offered
this fruit, it was considered a very spe-
cial treat.

There are also many stories of New
England sea captains who, upon
returning from trade routes in the
Caribbean or Pacific, would place a
pineapple outside their homes to sym-
bolize their safe return.

Since that time, this symbol of hos-
pitality has been used in a variety of
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different ways. The pineapple symbol
was used frequently in the 18th and
19th centuries to decorate furnishings
as well as accessories associated with
entertaining. 

Today we continue to see carved
pineapples incorporated into architec-
ture and commonly used as decora-
tive elements on furnishings. We often
see them used as lamp finials, atop
four-poster beds and the pineapple
image on fabrics and prints. I would
argue however, that displaying this
symbol of hospitality is not the same
as displaying the actions and behav-
iors that truly define hospitality. 

In all customer interactions, being
hospitable plays a crucial role. It is
your responsibility as a business
owner or manager to make sure you
create a hospitable customer experi-
ence. Doing this will benefit your busi-
ness by developing satisfied and loyal
customers. There are effective tech-
niques that we can pass on to your
sales team to ensure that type of expe-
rience transpires. These techniques
parallel how you treat guests in your
home. We will explore these tech-
niques as well as related educational
opportunities to help employees

enhance those skills.
Below are three key areas we can

focus on to ensure we are being hos-
pitable to our valued furniture cus-
tomers. 

1.Be Present. With your hectic
days and multiple distractions

you can easily forget the fundamental
concept of being present when inter-
acting with customers. This means
focusing completely on the interac-
tion, tuning in, actively listening. In
order to accomplish this, you and
your staff must temporarily
tune out all of the other
items bouncing
around in your brains
as well as all of the
other activities
going on in the
store. When you
practice this, you
demonstrate your
interest and the cus-
tomer feels seen, heard,
respected and appreciated.

It is also incredibly important that
your sales team understand that the
customer is always the priority. They
need to be trained to recognize the

importance of giving them their full
attention. They need to know that it is
not only okay, but important and
expected that they put down the report
(pillow, phone, etc.) and completely
focus on the customer standing in
front of them. 

2.Set the Stage. When throwing a
dinner or holiday party you are

essentially striving to create a memo-
rable experience for your guests. We
can apply that same concept to your
furniture showrooms. View the experi-

ence through your customers’
eyes. What do they see?

Smell? How does
the store

“Customers are heading into our stores with visions of holiday gatherings. 
We want to make sure our store is merchandised in a way that will allow 
us to capitalize on the opportunity to meet those needs.”
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make them feel? How does the inter-
action make them feel? Was it memo-
rable? Today’s furniture customer is
looking for more than a transaction;
they are looking for the total buying
experience.

Shopping for furniture is aspira-
tional especially at this time of the
year. Customers are heading into our
stores with visions of holiday gather-
ings (it really is that time again) in their
heads. You want to make sure your
store is merchandised in a way that
allows you to capitalize on the oppor-
tunity to meet those needs. 

Training and Development: Have team
members walk the floor as if they were
the customer seeing it for the first time.
Ask them to report on what they see and
how it makes them feel. 

3.Impress them Coming and
Going: Remember that we make

the biggest impression on your cus-
tomers when they first walk in, and
again when they are leaving your
establishment. If you look at this inter-
action through the lens of treating a
customer in your business the same
way you would treat a guest in your
home, the pattern becomes pretty
clear. At home you greet your guest,

escort them to where they need to go,
and offer them something to drink
when appropriate. A great time to do
this in your store is when you sit down
to sketch with a customer. Finally,
when your house guest or customer is
ready to leave, you walk them to the
door and let them know you appreci-
ate that they took the time to stop by. 

Be sure to end the interaction on a
positive note. Whether you are walk-
ing out with the paperwork for a
major purchase, coming back for a
scheduled appointment or heading
out empty-handed, you want them to
leave with a great impression of your
store and its people.

Training and Development: Invite
members of your sales team to brain-
storm different strategies for making the
customer feel cared for. Share and dis-
cuss how to best implement those strate-
gies.

As with so many behaviors, exuding
hospitality is an expectation that you
need to clearly communicate to your
employees - throughout the store,
front to back. You have to model this
behavior, in other words, the philoso-
phy and value of providing exception-
al customer service has to come from

the top. These simple techniques can
have a significant impact on your
business. Demonstrating hospitality,
showing customers respect, gracious-
ness, and appreciation, will benefit
your customers, team members, the
bottom line, and will allow you to dis-
play that pineapple proudly.

About Rene' Johnston-Gingrich:
Rene' Johnston-Gingrich is VP of
Training Development for Profitability
Consulting Group, specializing in
delivering Design Trac: Design Skills
for Retail Sales People, and Sales Trac
III: In Home Selling. Rene’ has owned
and operated an interior design firm
for 17 years and now works with orga-
nizations to ensure they have the best
possible team environment. 

She served as a regular columnist
for The Lewiston Tribune Business
Profile and is an adjunct faculty mem-
ber of Lewis-Clark State College’s
Business Division. Rene' has a
Bachelor of Fine Arts Degree in
Interior Planning and Design and a
Master’s Degree in Adult Education
and Human Resource Development.
Questions about this article or any
sales/design topic can be directed to
her at reneg@furninfo.com or call her
direct at 208-790-3594.

H SPITALITY!
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Domicil

Contact information on index page 104.Surya

Contact information on index page 104.

Vintage Print Gallery

Contact information on index page 104.

Home Trends Design

Contact information on index page 104.
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Pastel

Contact information on index page 104.

Tomlinson
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Capel

Contact information on index page 104.

Vig Furniture

Contact information on index page 104.

Elran

Contact information on index page 104.

Nouveau Concept
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Country View 
Woodworking

Contact information on index page 104.

Klaussner Home Furnishings

Contact information on index page 104.

Borkholder

Contact information on index page 104.
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Jaipur Rugs

Contact information on index page 104.

Furniture Traditions

Contact information on index page 104.

Twin Star

Contact information on index page 104.
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Wallbeds

Contact information on index page 104.

Loloi Rugs

Contact information on index page 104.

Horizon Home

Contact information on index page 104.
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Rizzy Home

Contact information on index page 104.

Greenington

Contact information on index page 104.

Zimmerman Chair

Contact information on index page 104.

Abner Henry Fine Furniture

Contact information on index page 104.
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American Revolution by Amish Designs

Contact information on index page 104.

West Bros.

Contact information on index page 104.

Copeland

Contact information on index page 104.

Omnia

Contact information on index page 104.

September/October 2013 57

FW 10-13 design #4 :04-05 2 design  9/25/13  7:19 PM  Page 57



“I
t’s almost Labor Day weekend, I’m
shorthanded again, I’ve got two
new-hires and I still need one
more; and, as usual, I’m too

swamped to train them, or even know
where to start! What do I do?” Ever
heard this before?

Is there any owner or manager of a
small, medium or even large mattress
store that has not had this dilemma
more than once in his career? What
retail furniture or mattress store in this
country, large or small, has a surplus
of phenomenally capable sales help?
The answer to these troublesome
questions is, of course, that virtually
every store is constantly on the look-
out for more and better sales help.
But, even when you find
and hire new, promising
retail sales associates
(RSAs) experienced or not,
they still have to be trained
before they can go on the
sales floor.

DO MOST OF YOUR
TRAINEES FAIL?

Training new-hires, as
every small and large store
owner knows, is a problem
that never ends. Just when
you think a candidate is
making progress, sudden-
ly one day he fails to show up
for work and you never see
him again. The weari-
some repetitiveness of

this process makes preparing new
hires one of the biggest time-wasting,
money-wasting and generally dread-
ed efforts any store owner can deal
with. While there is no real solution,
there are some actions that can
reduce time wasted on failed candi-
dates and thereby cut the store’s loss-
es. And on a positive note, these
actions are far more likely to produce
what you really are looking for; the
competent, loyal RSA.

SO, WHAT DO YOU DO?
First, let’s start by looking at an

example which illustrates what seems
to be a fairly common and not partic-
ularly successful practice. I once

worked for a major, multi-city, multi-
store mattress chain (now absorbed
into a larger chain.) We had a dozen
stores in the town where I worked.
Even though the pay scale was gener-
ous for our industry, such was their
turnover, that at least once per month,
they would start a new, two week
training class for new-hires. Each
class might have as many as ten or
twelve enrollees. The class was held at
one of their busiest stores, right on the
showroom floor and conducted by an
experienced RSA (but not a certified
trainer) who was, because of his
duties as trainer, absent from the sales
floor (when he should have been
there) for at least half of the two week
training period. The trainer spent most

of his class time talking and
lecturing. There were some
limited written materials, but
most of the information was
presented in lecture form.
Tests were given sporadically
throughout the two week
period culminating in a final
exam. Even with that, at least
half of the trainees usually
“washed out” before the
class was finished.
Frequently, even the gradu-
ates would be gone from the
company within a few weeks.
You could probably count the
successful candidates, the

ones who were eventually effective on
the floor and made the company
money, on one hand by the end of the

SHORTHANDED AGAIN?
Tips for preparing your new mattress sales professionals for success.

by David Benbow

Better Bedding & Mattress Sales Series: Part 12

The trainee must be made aware that
the burden of his education will fall 
primarily on his shoulders. He will have
all the material available. It is up to
him to use it.
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year. So, does that sound like suc-
cess? It sounds like about a 5 percent
success ratio, doesn’t it? The other 95
percent were a huge waste of time
and money.

WHAT’S THE PROBLEM?
Why do so many RSA candidates

fail? Is it the fault of the person who
actually hired them? Maybe the appli-
cants weren’t screened properly? Or,
maybe there just aren’t very many
good applicants out there to begin
with. Some applicants make a good
impression during the interview, and
that is where their effort ends. They
show their true colors when the real
job starts. Or, is the training program
itself the problem? Your new-hire is
probably not a self-starter. He needs a
tight, disciplined schedule. The weak
training policy of many stores often
does more harm than good.

MAYBE IT’S THE PROGRAM
After fifteen years as the owner (and

now former owner) of several small
mattress stores located in even small-
er metropolitan areas, I feel like I can
speak with experience, and maybe
even some confidence, about this
problem. Not that this article is aimed
solely at this audience, it just seems
like we small owners have more prob-
lems with new-hires. I could go off on
a long tirade about the demographic
dilemma that faces many small towns.
It’s tough to find ambitious, talented
candidates with initiative who are will-
ing to start a new, uncertain job at low
wages. I will save that discussion for
another issue.

“STRUCTURED”
ENVIRONMENT

Have you ever heard the phrase,
“So-and-so functions better in a
‘structured’ environment?” In the case
of sales trainees, pretty much every
candidate qualifies as “so-and-so,”
meaning that every new hire needs to
be told what he is supposed to do.

Don’t let your poor new-hire, after fill-
ing out the W-4 and other necessary
forms, wander aimlessly around the
store for hours while you are doing a
comfort exchange or paying bills. A
structured training program would put
them to work immediately without you
being directly involved. It sounds
good on paper, but what exactly do
we mean by the phrase “structured
training environment?” Let’s start by
examining that phrase.

First, you need a disciplined, expe-
rienced trainer with real sales experi-
ence who understands your training
program. This trainer should have
some portion of his work day devoted
to the training process, meaning that,
during this devoted time, he doesn’t
have to take time off the sales floor, or
stop unloading trucks in order to per-
form his training duties. Does this
individual have to be a full-time train-
er? We’ll answer that in a few para-
graphs.

Second, you need to prepare a full-
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“I can almost hear the groans coming
from store owners now. “I’m the 
designated trainer! I can’t even find
one good salesperson, much less a
dedicated trainer!”

Finding GREAT PEOPLE Is What We Do!
Furniture Team is your top talent recruiting solution! From mid-level managers to
top executives in retail, wholesale, and distribution--let us find the best candidates
for you. We will access, qualify, interview, evaluate, and secure potential candi-
dates to help you get the best team possible. 

• We work with home furnishings companies nationwide and abroad. 
• We not only find great candidates for you, we can also assist in the offer/ 

negotiation and transition processes. 
• We have worked with over 200 client companies in 10 years. 
• Member, NHFA and WHFA.

Furniture Team Management Recruiting, Inc.
Call Pete Tomeck today! 717-361-7858 • www.furniture-team.com • pete@furniture-team.com
"I put my name on the line with each placement!--Pete Tomeck, President - Member, SHRM
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time, rigorous class schedule that is
ready to go the minute the candidate
finishes filling out his or her paper-
work. All courses should be defined,
study material available and tests
administered and graded to identify
candidates who fall behind. Each and
every day (and all day) should be
organized so that each trainee knows
exactly what is expected. There should
be a training manual and a syllabus
that explains the plan for every day for
the duration of the training period,

however long that
is. Sounds a lot
like high school
and college, does-
n’t it? Even if you
think American
public education is

in crisis, it is probably more a crisis of
current policies than the educational
theory on which it was originally
based.

I can almost hear the groans com-
ing from store owners now. “I’m the
designated trainer! I can’t even find
one good salesperson, much less a
dedicated trainer! How am I supposed
to follow your well-intentioned but
impractical suggestion? Emergencies
pop up every minute of the day and I
have to stop everything and handle
them!” Well, yes, I understand the
problem. As I said, I spent fifteen
years in the same boat. I understand
that the store owner is not only the
educator but also the (1) lead RSA, (2)
sales manager, (3) book-keeper, (4)
warehouse manager, (5) advertising
guru, (6) finance wizard, (7) and jani-
tor (and who knows what else?) To

pull all this off, you really must possess
a stern self-discipline to manage your
time. So, that just makes the struc-
tured program all the more important,
doesn’t it? With the structured pro-
gram, you don’t need to spend as
much time with your trainees. The cor-
rect execution of the program should
keep your new-hires busy and on the
ball.

HOW DOES IT HELP?
It should be clear by now, to you,

the busy store owner/manager/train-
er, that anything that takes some of
the load off your busy day should be
welcome news. So, how, in practice,
does a Structured Training Program
help the harried store owner? Let’s ask
the question again, “What exactly do
we mean when we say “Structured
Training Program?” Let’s give an
example that almost everybody has
some familiarity with. Let’s say you
take a course, such as Interpreting
Shakespeare, in your local communi-
ty college continuing education pro-
gram. You don’t just walk into class
and find no materials and no syllabus.
It’s all prepared right there in front of
you, isn’t it? You just follow the plan
and do what each class expects of you
(or, even better, more than is expected
of you.) Your instructor is probably not
a full-time instructor, either. He proba-
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“The point of this article
is to analyze and figure
out how to force-feed
this information to the
new-hire, as efficiently
and quickly as possible.” 

Everybody, even the guy with 10 years
of experience (and probably 10 years
of ingrained bad habits,) goes through
the initial training. Please allow no
exceptions to this rule.
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bly has a day job. The school assumes
that the student is an adult, and his
success or failure is the result of the
effort he applies to the course.

This example sort of describes your
situation as the store owner/manager,
does it not? You already have a full-
time job, too. Therefore, you need a
class plan that is already complete
and in-place before you even hire
new people. This structured class puts
the burden of training where it
belongs, on the trainee, not the train-
er. When the trainees already know
what they are supposed to study, every
day, all day, the store owner/trainer
spends little or no time babysitting his
charges. In a college class, the
instructor plays only a limited role,
doesn’t he? He administers the
course, lectures briefly, answers a few
questions and grades the tests. Why
shouldn’t the RSA training class work
the same way?

WHAT DOES THIS
PROGRAM LOOK LIKE?

That is a big subject, the details of
which are probably too extensive for
this essay. For that reason, we will only
give a general outline. The big ques-
tion is, “How do we construct such a
program?” Before we start, let us
define a couple of basic terms.

The act or process of selling retail
(or selling anything, for that matter)
can be thought of as comprising two
distinct, but interrelated packages of
information. These packages consist
of two basic components:
• Passive Knowledge. 

• Active Knowledge. 

Now, please don’t think we are try-
ing to rewrite sales theory, or invent
any new concepts. The point of these
definitions is to divide the learning
process into more digestible seg-
ments.

PASSIVE KNOWLEDGE
The passive knowledge consists of

the “five groups of knowledge” that
John F. Lawhon defined many years
ago in his book “Selling Retail”. These
groups or categories are: 

1. Product knowledge. 

2. Knowledge of your inventory. 

3. Knowledge of your advertising.

4. Knowledge of credit or financing. 

5. Knowledge of policies. 

You could add another category
which could be generally defined as
“industry knowledge.” Mr. Lawhon did
not invent these categories; he just
grouped and defined them in a way
that is easier to understand for the

trainee. I refer to these categories as
“passive” because just knowing them
does not imply that any further action
is called for. The groundskeeper might
know them, or the book-keeper, but
they won’t be using them on the sales
floor. It’s kind of like studying your
car’s automatic transmission by read-
ing a book about it, but never raising
the hood.

ACTIVE KNOWLEDGE
Active knowledge is the sales

process itself, which is really another
knowledge category all its own, with
its own organizing principles. The
sales process can use any part of the
passive knowledge as a tool, when
needed. Major parts of the sales
process include: 

• Greeting the customer. 

• Qualifying the customer.

• Helping the customer select the
right product for him or her.

• Presenting the features and 

All trainees should be on probation for a
certain period, usually 90 days or so. Even
after the intensive early first couple of
weeks of training, don’t ease up. It takes
a long time to become a real professional
in this business.
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“How much do you want your new RSA to know before he takes his first up?” 

benefits of the selected product to
the customer.

• Closing the sale.

• Finishing the sale and doing a
productive good-bye. 

This “active” part is where you raise
the hood and get your hands dirty.
But, it won’t do much good unless you
learn what the transmission looks like
to begin with.

Now, I know that everybody in sales
beyond the basest trainee is familiar
with these concepts. I understand that,
so don’t abandon me here. The point
of this article is to analyze and figure
out how to force-feed this information
to the new-hire, as efficiently and
quickly as possible. I know that you,
the store owner, know this stuff, but
how do you teach the new-hire, who
is now on the payroll and devouring
the company’s money. Don’t forget,
every minute counts with the rookie.
He needs to be educated as quickly as
possible. At minimum, it will take
three months to get this new guy or
girl productive. Don’t turn it into six
months or longer.

HOW LONG SHOULD
TRAINING LAST?

Well, training never really ends,
even for the professional. But for this
discussion, we’re talking about the ini-
tial, intensive training that you must
do before the new-hire takes his first
“up.”

How long do you train new-hires?
How do you know when he is trained?
To answer this, let’s use a simple for-
mula. Of course, to use the formula,
you should understand what goes into
the formula. First, how much do you
want your new RSA to know before he

takes his first up? This sounds like a
tough question, and it is. But, here is
a way to find an answer. The goal of
training is to produce a productive
RSA, right? The marker of when he is
ready to go on the floor is his passing
(or, preferably acing) the final test. I’d
like to suggest that a lot of thought go
into the composing of the final test.
This test should reveal how much the
trainee has absorbed. What material
do you need to cover with the trainee
before he is ready for the final test?
Go back to the section on page 64
“What Does this Program Look Like”
for an outline. Once you have decid-
ed how much material the trainee
must cover to ace the final test, then
you must analyze how much material
the trainee can reasonably cover in
one day. So, the equation is as fol-
lows: if you have 100 units of infor-
mation that the trainee needs to learn
and the trainee, by staying focused
and busy, can absorb 10 units in a
day, then the answer is: you need ten
days for initial training. Note that this
is just a formula. You should plug in
your own numbers.

HOW DOES IT WORK
IN THE REAL WORLD?

Now let’s talk about how to make
this work in real life. Either during the
applicant’s interview or when you
offer the applicant the job, you should
make it very clear to the trainee how
the training process will work.
Remember, the main reason you are
reading this is to save time and
money. Here is a list to follow:

1.The trainee must be made aware
that the burden of his education

will fall primarily on his shoulders. He
will have all the material available. It
is up to him to use it.

2.The trainee must also be made
aware that the store expects visi-

ble and prompt results. Sales success
is measured by results. I trust nobody
disagrees with that. Sales education
success should also be measured by
results. This means the applicant must
be tested regularly and consistently.

3.The trainee must understand that
the store will have a very low tol-

erance for failure or goofing off.
Absence of or slowing of progress
should be rewarded by early dismissal
of the candidate. 

4.The candidate must be made to
understand that the trainer will

be available only at certain, pre-
defined time slots. If the candidate has
questions, he should write them down
and ask them when the trainer is
available. 

5.All trainees should be on proba-
tion for a certain period, usually

90 days or so. Even after the intensive
early first couple of weeks of training,
don’t ease up. It takes a long time to
become a real professional in this
business. Keep up the training even
after the RSA has assumed floor
duties.

6.Everybody, even the guy with 10
years of experience (and proba-

bly 10 years of ingrained bad habits,)
goes through the initial training.
Please allow no exceptions to this
rule. Your store is unique. Your prod-
ucts, policies, inventory, advertising
and financing are unique.

7.Set up a daily schedule which
includes: 

•The goals and study material for
the day. 
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•Test times for the day. 

• Allotted time slots when the 
trainer is available.

There is one point in all this narra-
tive which, if you haven’t already fig-
ured it out, I cannot stress enough. It
is so important that I’m going to write
it in capital letters. KEEP THEM BUSY!
Your new hires should not have any
down-time while progressing through
your new structured training program.
If they aren’t kept busy, they are far
more likely to get in your way, and
their minds are much more likely to
wander off into dangerous territory.

One other important point: ban all
cell phones during the training period.

With this kind of program, you will
achieve two important things. First,
you won’t be fretting over your new-
hires all day, and secondly, by regular
testing, you can eliminate the non-
starters quickly, before they cost you a
lot of money and before they infect the
other candidates with their attitude.

HOW DO I GET
THIS SET UP?

Ideally, what you would like to have
is a pre-built template which contains: 

• The groups of knowledge in detail. 

• The sales process in its correct
sequence and place, in detail. 

This template will allow you to plug
in data that is unique to your store. It
will create daily chores and learning
tasks for the trainee and then gener-
ate a test so you can find out what
they learned and even more impor-
tantly, what they did not learn. This is
not quite as simple as it sounds. To my
knowledge, no template of this type
exists, so you will have to take the time
to gather your information and build it
yourself. Not only that, your store, its

SHORTHANDED AGAIN?
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products, policies, inventory, etc. are
always evolving, so it is a moving tar-
get that will never be finished. Getting
a program defined and in writing,
once and for all, however, will be a
time and money saver for future train-
ing efforts. Don’t forget, your store,
you hope, will be there for a long
time. Your sales help probably won’t.
You know that there is never a last
time that you will train new-hires.
Make it as easy as possible.

WHERE DO I FIND A
PROTOTYPE FOR THIS PLAN?

Go back to the groups of knowl-

edge and the steps of the sale to find
a good outline. Fill in your unique
details. Do this before you hire new
people. You will not have time once
you have trainees begging for your
attention.

WHAT KIND OF RESULTS
CAN I EXPECT, IF ANY?

Will this program produce better
RSAs? Maybe it will, maybe it won’t.
Since success is almost always solely
dependent on the drive and desire of
the candidate, I’m not going to sit
here and tell you that this idea will
turn a mediocre candidate into a sales

star. What it will do, however, is save
you time, because your candidates
should stay busy without your prod-
ding. It will also save you money,
because you will identify your dead
wood early, before you over-pay them
and get nothing in return.

About David Benbow: David
Benbow, a twenty-three year veteran
of the mattress and bedding industry,
is owner of Mattress Retail Training
Company. Dave’s company offers
mattress retailers a full array of retail
guidance; from small store manage-
ment to training retail sales associates
(RSAs.) Dave’s many years of hands-
on experience as retail sales associ-
ate, store manager, sales
manager/trainer and store owner of
multiple stores in six different
American metropolitan areas uniquely
qualifies him as an expert in selling
bedding at the retail level.

David is the author of the recently
published book, “How to Win the
Battle for Mattress Sales, the Bed
Seller’s Manual”. This book is the first
book to systematically present a com-
plete, organized, but easily read and
understood text book for mattress and
bedding retail sales associates, begin-
ner and experienced professional
alike. It is a complete training course
in one 292 page book. The book can
be purchased on-line at either
http://www.bedsellersmanual.com or
www.mattressretailtraining.com.

He also offers hands-on training
classes for retailers on a variety of
subjects and issues as well as on-line
classes that can be downloaded from
the websites mentioned above.

David can be contacted via e-mail
at dave@bedsellersmanual.com or in
person at 361-648-3775.
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One other important point:                       ban all cell phones during training.

Call Today 1-800-465-0716
Fax: 888-437-7230 • info@nouveauconcept.com
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39” X 80” 39 XL

48” 3/4

48” X 80” 3/4 XL

54” Full

54” X 80” Full XL

60” Queen

80” King

AVAILABLE SIZES

#854

#859

#855

#853
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T
here is no “People Magazine”
or “Entertainment Weekly” for
our furniture industry, but we do
have a lot of people, and some

of them are very entertaining! When
publications like Furniture World and
other trade journals feature articles
about people in the Home Furnishings
Industry, I always take time to read
them and look for a name I know.

One term often used to describe
our industry’s leaders is VETERAN.
However after just completing four
decades in our industry, I never want
to be known as a 40-year veteran,
instead, I plan to continue on as a 40-
year MAVERICK! One of great honors
I received lately is having several co-
workers and industry contacts calling
me their mentor. I suppose that my
role of mentor includes sharing the
wisdom to help them become suc-
cessful by transferring my experiences

of achievement and failure, and how
to gain the first and avoid the latter. 

I have been fortunate to have
worked for some very entertaining
people who helped me survive and
succeed in our business. Let me share
the knowledge they passed on to me.

Las Vegas in the early 1970s was a
boom town. Just a stone’s throw from
the World Market Center (assuming
you can throw a stone a mile and a
half) at the corner of West Charleston
and Valley View was Jay’s Carpet and
Furniture. My entry into retail was as a
delivery helper, the guy on the other
end of the sofa. The pay was two dol-
lars an hour and the work week was
six days long. The owner was Jim
Talbert, who many people called Jay,
based on the name of the store.
Unbridled by any HR rules or law, and
before the days of “coaching”, Jim’s
directives often took shape in loud

statements mixed with four-letter
words surrounding various body parts. 

Each morning after the trucks were
loaded, and before the delivery team
hit the road, Jim would remind us,
“This is a full truck, come back when
it’s empty”. I learned several things
from that nine-word statement. First,
we as the delivery team had the
responsibility to make sure each cus-
tomer received the right merchandise,
and those items had to be delivered in
good condition. Also, we had to work
around the customer’s schedule-often
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The Retail Observer

MENTORING

Subscribe!
FURNITURE WORLD 
Six powerful issues. In-depth 
articles help retailers boost sales,
cut costs and identify opportunities.

Subscribe at www.furninfo.com.

“Jay asked, ‘How would
you work with customers
if you had $1,000,000 
in the bank?’”

Tips for jump starting the furniture careers of young employees and co-workers. 

by Gordon Hecht

NEW BOOK:

THE BEST OVERALL 
RESOURCE FOR 
MATTRESS SALES 
PROFESSIONALS
291 pages of sales boosting power.
For more information or to order visit...
http://www.bedsellersmanual.com
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returning to “not at home” customers
after our route was done. We worked
until the day’s job was done. Lastly,
drivers were expected to be the sec-
ond salesman and needed to have the
ability to convince customers to
accept less than perfect merchandise
with the promise of service to make
their purchase right. For those starting
in our business in the 21st Century,
there was NO even exchange policy
in those prehistoric days. 

Full and part time delivery jobs gave
me spending money through college,

also known as the best five years of
my life. Having spent half of a decade
working outside lifting sleeper sofas
and armoires in the hot Nevada sun,
it occurred to me that it might be eas-
ier to just lift a Bic pen inside an air
conditioned building, and I landed a
sales job in a Drexel-Heritage
Showroom. 

Part of my indoctrination into com-
mission sales included the experience
of high-end shoppers not always hav-
ing confidence to invest large sums of
money with a kid wearing a

Montgomery Ward suit and a Bar
Mitzvah tie. The discouragement and
low earnings of my first 90 days was
nearly devastating. 

One of the salesmen (no one had
ever heard of an RSA then) took pity
on me and worked with me to
improve my skills. Jay Merrick was a
World War II veteran who had owned
a chain of sewing machine stores. He
sold them at age 45 realizing enough
profit to live well for the rest of his life.
He was 56 when I was 22. He asked
me a simple question that changed
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“He offered me a raise saying, “If you want more
money, go out and write yourself a raise!” 
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Service
the accent is on service

See us at High Point Market
Ask about the latest 
more affordable LED’s.

NAHFA Retail Resource Center - Plaza Suites

High Point LED Lighting Seminar
Tuesday, October 22, 2013 - 10:00am
Learn how LED lighting can enhance displays & cut costs.

S T Y L E S  E V O L V E
So should your store’s lighting!

LEDs in stock for immediate shipment!
Call us today at 800-222-LAMP

www.servicelamp.com

Customers are influenced by light, which is why your showroom needs to have the best
lighting available. Service Lamp has been helping retailers light up sales since 1975 and can
help you decide what is best for  your showroom, because we know how to light your business!

Philips EnduraLED lamps:
• Provide quality showroom light
• Easy design—simply twist into existing fixtures
• Save electricity, which saves you money

We offer FREE lighting 
consultation and design. 

Rebates may be available 
in your area. Hurry because 
funds are limited.
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the way I sold and worked all through
my career.

Jay asked “How would you work
with customers if you had
$1,000,000 in the bank?” I thought
about it for a while, and my answer
covered several points. I would
always:

• Provide the customer with accurate
information about the products I
sell.

• Provide the customer with accurate
information about delivery time
and process.

• Work one-on-one with that cus-
tomer and not think about 
the next or last “up”.

• Build a relationship that would
cause the customer to become a
client for life.

• Look at my next “up” as a person
not as a paycheck.

• Work to assess their total needs,
and not just look for the quick
sale.

• Follow up to make sure that the
company I work for lives up to my
commitments.

Jay promised me that if I started to
work that way, that I would never have
to worry about earning enough
money, and maybe someday have
$1,000,000 in the bank. 

I learned three other maxims that
day:
• People love to buy, but hate to be

sold.

• People will always buy from a
friend, but will rarely be sold by a
stranger.

• Business goes where it’s invited,
and returns where it’s appreciated.

Essentially, give your shopper the
power to make a logical decision.
Next, work to make a friend first, and
then work to make a sale. Finally,
invite business to your store by asking
each customer to buy, and after they
purchase, show them you appreciate
them by doing exactly what you
promised you would do. 

I stayed with that Drexel-Heritage
Showroom for seven years, becoming
#2 in sales out of 80+ people in my
first full year. Eventually I became a
store manager, but that took some
coaching and prodding! Louis Landro
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MENTORING MAVERICKS

“I learned that you don’t
ask for a promotion. 
You assume the 
leadership role and
earn that new position.”
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was the Store Manager and he helped
me understand how to think of my
sales job as my own business fran-
chise. 

Compensation for salespeople at
D-H was strictly commission. In my
early days when my pay was closer to
minimum wage, I once commented to
Louis that I worked so hard, and I

deserved a pay raise. He offered me
a raise saying, “If you want more
money, go out and write yourself a
raise!” I quickly understood that my
employer provided me with a 25,000
square foot showroom, eight to ten
shoppers a day, access to a phone
and a desk, and a staff to process and
deliver any orders I might create. I

now had my own franchise, all at no
cost to me. The business was my own
and it was up to me to make it fail or
succeed. Best of all, I realized that
there was no ceiling to my earnings
except the limits of my own efforts and
talents. 

Sales production picked up for me.
With the knowledge and experience
that two years employment gave me, I
was ready to step up on the career
ladder. I told Louis that I wanted to be
a Sales Manager. His advice, “If you
want to be a sales manager, act like a
Sales Manager, and if you want to be
a Store Manager someday, act like a
Store Manager.” I learned that you
don’t ask for a promotion. You
assume the leadership role and earn
that new position. Always think and
act beyond the four walls of your job
description. 

This advice jump-started my career
and has allowed me to be a maverick
in our business. Since that early start,
I have benefited from other mentors.
Because of my travel schedule, my
mentoring comes from a distance,
most recently from Ron Wanek and
Todd Wanek. They helped me re-
learn the furniture business when I
joined Ashley Furniture Industries at
age 49 and transitioned from Retail to
the Manufacturing side. And, they
have helped me re-learn the business
every year since joining their World-
Class organization. 

Another great mentor and maver-
ick, my father, Leonard Hecht. Selling
televisions in the 1950s, furniture in
the 1960s, and new homes in the
1970s and on, he started when sell-
ing was a respected and desired pro-
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“Thirty and forty-year
veterans cannot be mentors, but mavericks can! 
Veterans tell war stories and talk about the old days.”

Hundreds of Furniture Repair Products at www.touchupsolutions.com

Order Toll Free
1.877.346.4747 

Free How to Videos  www.youtube.com/touchupsolutions

*Limited Time Coupon Code (#FWM713-20)
20% off your 1st month as a new customer!
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R
ecent survey results show that 90 percent of consumers are
looking to turn their master bedrooms into a tranquil
retreat. Leggett & Platt’s Adjustable Beds Division found
that most Americans haven’t organized their bedrooms in

at least six months. Bedrooms are also quickly becoming more of
a “Productivity Suite” in the 21st century as consumers use the
bedroom for much more than just sleeping. Below are several
retail tips based on the survey.

•Finding: Forty-eight percent of consumers believe that better
organization can help turn their bedroom into an oasis. 

Tip: Create a product display to showcase a tranquil retreat that
allows customers to easily picture themselves using the product.

•Finding: Forty percent of respondents admit that the bedroom is
where they hide clutter in their home.

Tip: Incorporate survey results into traditional advertisements like
newspapers or direct mail to highlight a growing need based on
consumer insights.

•Finding: Many haven’t reorganized their bedrooms in quite some
time.

Tip: Engage consumers with creative ideas to get organized and
offer suggestions about how technology, such as adjustable beds,
can eliminate the need for other furniture and potentially maxi-
mize space for storage.

•Finding: More than 50% of consumers use the bedroom as a
place to relax.

Tip: Ask fun questions about the best ways to relax to open a con-
versation and ultimately close the sale.

•Finding: Nearly half (48%) of those in a relationship say they
would like something of their significant other’s to “disappear”
from their bedroom.

Tip: Use compelling data like this to get a customer thinking
about the perfect bedroom and help find a “happy medium” in
an entertaining way.

About Leggett & Platt® Adjustable Bed Group: The Leggett & Platt®

Adjustable Bed Group is a division of the global diversified manu-
facturer Leggett & Platt®. See all of the tips posted to date in this
series at http://www.furninfo.com/series/BedroomBattlesSurvey.

F U R N I T U R E  W O R L D

Bedroom Furniture Survey ResultsMAVERICKS
fession, and not just a job until your “real” job
comes around. He gave me advice on washing
cars, low margins and volume, and how to han-
dle difficult shoppers. I can’t share that advice in
a printed column! But I can share his observation
of business. “Nothing happens in this country
until the sale is made”, was a saying I heard
often. Everyone is selling something-products,
ideas, even laws and taxes. But none of those go
into production or effect until the deal is closed. 

Thirty and forty-year veterans cannot be men-
tors, but mavericks can! Veterans tell war stories
and talk about the old days. Mavericks buck the
system, blaze a trail and burn with a healthy dis-
satisfaction for the status quo. Be more than a
boss or manager. Take time to guide your young
employees or even your co-workers. Show them
the road to success and paint a picture using their
colors. Share your knowledge and show them
your passion. Chances are they will grow from
your knowledge and pass it on to the next round
of rookies! 

Editor’s Note: If you have a story to tell about
your “Maverick Mentor” or being one, please
email it to Furniture World at russ@furninfo.com.

Gordon Hecht: Gordon Hecht is a 39 year mav-
erick of the Home Furnishing business starting as
a Delivery Helper in Las Vegas, NV. Following a
successful sales, store management, and multi-
store management career he joined Ashley
Furniture Industries. In his role as National
Director of Sales for Ashley Sleep Gordon helps
Retailers improve Bedding Sales through training,
merchandising and display. He lives in Columbus,
OH with his wife Michelle. Questions or com-
ments can be directed to Gordon Hecht at
Ghecht@ashleyfurniture.com.
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B
usiness people like to get
things done. They don’t like to
waste time. They like to act fast
and move on to the next thing.

There is too little time to meet, right? 
Professional meetings are rare in

many retail furniture organizations.
Executives, department managers and
employees meet only when a situation
calls for it. In other businesses, preset
meetings occur too often. They can
waste time BECAUSE they are undi-
rected – seemingly meeting only to
meet. 

Meetings can be of great benefit to
any organization when led properly
with the proper purpose. They can
define strategic direction and keep
everyone on task toward achieving
goals. In this writing, I will summarize
seven meeting types that are proven
to direct any organization to achieving
its goals.

#1EXECUTIVE
MANAGEMENT 

This is a high level meeting that
should be held once per month. Its
purpose is company strategy and
overall performance review. This is
where financial results are evaluated
with respect to the budgetary plan.

Those that sit for this meeting are the
CEO (or President), the CFO (or
Consulting CFO), and the Ownership
Group. 

Executive meetings must be well
organized. If they are chaotic, this will
trickle-down through the rest of the
organization. If they are held profes-
sionally, this attitude will extend
throughout the rest of the business.
Far too often owners complain that a
certain employee or department is not
performing, when these same owners
don’t even sit still for one hour per
month to focus on their business per-
formance.  If you want to maximize
your profit volume potential, ensure
you have a professional focus starting
at the top. 

Sample Agenda:
Executive Management Meeting:

Time: 10th Day of the Month 
9-10:30
Meeting Director: CEO.
Attendees: CEO, CFO, Ownership
Group, Other Top Level Executives.

• General Business Climate – CEO.
• Review of executive action items.
• Performance to budgetary plan –

CFO:
- Cash Flow
- Profit
- General Operating Expense
- Sales
- Recommendations

• Company Direction – CEO. 
• Expansion items or major asset

sales or purchases - CEO. 
• Any major impending initiatives or

issues – CEO, CFO.
• Open Discussion – Executive

group.
• Document any action items.

This meeting is fast. Minute notes
should be taken or recorded. The
CEO can discuss his observations on
how the company is performing with
respect to its strategic plan. The status
of any action items assigned by the
executive group in the previous meet-
ing is reported. The CFO then reviews
the results. He or she starts with
reporting of cash levels as this is the
ultimate report card on company
strength. Then, the CFO reviews prof-
it and sales data with respect to set
projections. It is critical for the execu-
tive group to know monthly whether
they are hitting their targets. If the
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SHOULD
WE MEET?
Seven important meeting types 
that set the stage for retail success.

by David McMahon

Another
Meeting?
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CFO waits 3 months to discuss this, it
is too late. The CEO then takes over
and reviews company direction and
any major purchases that should be
approved. Initiatives and general
business ideas are discussed amongst
the executive members. Finally, any
action items are documented.

#2OPERATIONS
MEETINGS

Operation meetings are held each
and every week. If the CEO is away,
they are still held. There are no excus-
es for a company missing an Op
meeting. The purpose is to turn strate-
gy into action and then to report on
the results of the actions taken. This
critical meeting connects executive
direction with the people who manage

it – the department managers: Sales,
Marketing, Distribution, Service,
Administration/HR, IT, and Financial. 

Sample Agenda:
Operations Meeting

Time: Every Friday: 8:00-9:30
Meeting Director: CEO or
Operations Manager
Attendees: CEO, CFO, Operations
Head, Head of Sales, Distribution
Manager, Head of IT, Marketing
Manager, Customer Service
Manager, Office Manager, Human
Resources.

• Opening discussion about busi-
ness climate – CEO.

• Performance to Plan - Round table
format – each department head
reports on performance.

• Major Project Updates - Round
table format – each department
head reports on any projects in the
pipeline and any action items pre-
viously assigned.

• New Action Items Assigned – CEO
or operations head.

Inter-departmental communication
is strengthened with this meeting. A
team atmosphere is embraced. There
is less “us” and “them” bickering in
the long-run with this open type of
forum. This group acts like a perfor-
mance group in that it allows atten-
dees to report their performance,
voice their issues, and get/give guid-

ance on the best course for improve-
ment. Operations is a chain. All parts
of that chain MUST come together
regularly to identify areas to focus on.
After the meeting, the respective man-
agers take their direction back to
members of their departments.

#3TEAM MEETINGS
EACH DEPARTMENT

Department meetings are held each
and every week. The head of the
department meets with all her direct
reports to review department perfor-
mance to plan. As a group, they iden-
tify areas of improvement. This is a
key link in the chain to those who pro-
duce.

These meetings are held with the
most important people in the compa-
ny – line employees who sell, market,
distribute, service, and support retail
products and services. Their job per-
formance determines the success of
the company. Executives strategize.
Managers manage. Employees exe-
cute. 

This meeting brings the company
strategy to tactical execution under the
direction of the department man-
agers. Any distinct area of a business
needs a designated leader. Without
defining that leader, the leader will be
defined organically. That means –
defined on its own. This is the way
groups of people work. In other
words, if you don’t have a sales man-
ager, someone will take control of that
group by default. It is obvious that any
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important part of your business needs
someone to manage the execution of
corporate strategy. So, these designat-
ed leaders need to meet as a group
with their teams. They should meet
weekly and discuss progress toward
their goals as a team. They need to
understand how achieving their indi-
vidual and team goals affect other
departments and the survival of the
company as a whole.

#4ONE-ON-ONE
MEETINGS

These are the most out-of-the-box

thinking meetings. They can have a
massive impact on improving your
business. A one-on-one meeting is
simple. A manager meets with his or
her direct reports once per month for
about 30 minutes. The CEO meets
with the executive team or department
heads. The CFO meets with the oper-
ational and financial staff. The depart-
ment managers meet with their
reports. Everyone meets with some-
one, routinely.

You might say, “Wow that is a lot of
meeting time. That might take away
from their work time.” 

I say, “Just try it for 3 months.” You
will likely find:

• People truly appreciate being
heard.

• People will tell you things that will
improve your business.

• Everyone will perform better as a
team.

One-on-one meetings are not per-
formance reviews. They are not a
report card. They are a person to per-
son conversation. Just keep it simple
with a few topic questions to stimulate
conversation:
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• How are things going?

• Do you see any areas that we
could improve?   

• Do you have any ideas for us as a
business?

After the meeting, document some
quick notes so that you can act on any
good ideas and review them for the
next meeting. Also, during the gener-
al course of business, take note of
anything the employee might have
performed well so that you can com-
pliment him at the start of the meet-
ing. Recognition for many people
means as much as monetary reward.

#5PERFORMANCE
IMPROVEMENT 

These are training meetings. Their
purpose is to advance the perfor-
mance of the team through educa-
tion. Your competitors are constantly
seeking to improve themselves by
implementing better techniques and
processes. To stay ahead of them, you
must commit to continuous improve-
ment. For example, a business should
conduct continuous training on best
business practices. A sales depart-
ment needs continual updating in
product knowledge, selling tech-
niques, and systems. If you expect to
just show someone how to do some-
thing for the first couple of months of
their employment and then let them
go on autopilot, you will not see max-
imal results. Look at the pharmaceuti-
cal sales world: they constantly moni-
tor and train throughout an employ-
ee’s tenure. Far too often I see poten-
tially great employees thrown to the

wolves after an initial training period.
A manager’s job is to provide training
and elevate the team. If that is not
happening then the CEO should look
at how managers are being directed.

Performance improvement sessions
can be done as needed wherever
attention is required. If one area of
your business requires focus, like
speed of inventory management, for
example, then focus your efforts on
improving that. However, even if there
is not an apparent problem, current
ways of doing things should constant-
ly be challenged. That is how the best
get better.

#6ALL COMPANY
MEETING

This is an all company pep rally. It
should be held once per month by the
CEO. All employees and managers
should be in attendance, if available.
One purpose is to strengthen the
bond of everyone to the ultimate com-
mander of the entity. As well, the
meeting is to remind everyone of the
direction the company is pursuing. 

#7PERFORMANCE
GROUP MEETINGS

A CEO or owner should work on
the business rather than in the busi-
ness. If a CEO stays inside his or her
world 100% of the time, it will be
impossible to work properly on the
business. This is where performance
groups come in to play. I can tell you
first hand that 80% of the CEOs in the
performance groups that I lead out-
perform their competition and their
industry in profitability year after year.

This is no fluke. When you get smart
people together for a business retreat,
great things happen. I am not going
to go into the details of the magic that
can occur here. I just advise you to
seek out a group of like-minded indi-
viduals, outside your business, with a
great leader. If you find this, you will
benefit from peer support and contin-
ual education in business acumen.
You will be exposed to best practices
and learn to solve big challenges. You
will be expected, and motivated, to
achieve your goals. You will obtain a
camaraderie that is not available
within your business. You will be able
to bring actionable practices back to
your business to maximize your poten-
tial.

There are other meetings that occur,
of course. However, it is these seven
that set the stage. They will have the
largest impact on your business over-
all. They will keep the CEO or owner
more in touch with managers and
employees. They will allow managers
to be more effective in accomplishing
company strategy. They will help
employees stay on task and feel more
comfortable in their individual roles
within the organization.

About David McMahon: David
McMahon is a Certified Management
Accountant and Management
Consultant with PROFITconsulting, a
division of PROFITsystems. 

Questions about this or any of
David’s articles archived on FURNI-
TURE WORLD Magazine’s website at
http://www.furninfo.com/Authors/List
can be directed to Davidm@profitsys-
tems.com or call 800-888-5565.
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G
enerally speaking, when
you contemplate any of
our great industry success
stories, there springs to

mind a logical natural progression, a
variety of ups and downs and the
occasional moments of insight. But
with the ongoing tale of Enzo and
Frank Astone and sons Michael and
Daniel, the past 30 years have been
marked by lightning strikes of inspira-
tion, startling creativity, and an appar-
ently instinctive feeling for target
demographics, all firmly rooted in

their sturdy foundation of “honesty
and passion”, the brothers’ credo.

Their original brain child, Superior
Frames Ltd., began as a small, tradi-
tionally rooted but highly creative
manufacturing enterprise with the
basic intent of providing solid wood
frames to the local upholstering indus-
try. 

The company developed powerful
off-shoots, both national and interna-
tional, in hospitality, hotels and casi-
nos (Superior Seating Hospitality), and
fully furnished sales suites for major
condo developers in the Greater
Toronto Area (Superior Suites
Interiors). “They’ve called us their
interior design ‘secret weapon’”, said
Enzo, CEO. As the technological age
encroached upon us all, a vibrantly
visualized and colorful online retail
store/consumer shopping website

came to life (lovethatinterior.com).
Most recently, reaching out to
acclaimed interior designers and,
through them, the affluent consumer,
they opened the doors of Astone
Home Studio, at present one location
in the City of Vaughan, north of
Toronto close to theme park Canada’s
Wonderland. Down the road certainly
more Studios are featured in their
master plan. Obviously, the sky’s the
limit. Or maybe not.

Our question to them, since they’re
willing to share their thinking, is how
did this come about? What is embed-
ded in the Astone story that explains
and makes accessible their success
pathway? What’s the secret, guys? 

Enzo immediately replied,
“Passion!”, closely followed by
“Honesty!” Passion is joy, intensity of
focus, creative energy, “Perhaps a bit
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ASTONE HOME STUDIO
Vertically integrated retailer relies on word of mouth to appeal to the high end. 

by Janet Holt-Johnstone

Retail Success Stories

“We reach out from the
mundane, the boredom
and the monotony of
cautious thought, let
people think large, crazy
thoughts.”
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of craziness!” he laughed. And hon-
esty? “Professionalism and integrity,
belief in our history, insistence on per-
fection, quality, superb service and
demonstrable value.” From this
evolved the corporate identity
expressed in the name “Superior”, no
accident, a key to the fulcrum of the
dream, and ongoing, infinite brand-
ing. “Superior defines who we are.”

Of course, there’s more to it. Much
more.

Many decades ago, the beginning
before the beginning, the Astones
grew and thrived in Cosenza in the
province of Calabria, Italy, a moun-
tainous region near the tip of Italy’s
boot, a city of memories perched 600
metres above the sea. Enzo and
Frank’s parents owned a wood-work-

ing enterprise, crafting windows and
doors for local construction compa-
nies and their neighbors. First Frank,
and then Enzo, restless entrepreneur-
ial teenagers, set their youthful sights
on the broader horizons of North
America, at that time and maybe still,
the continent of opportunity.

Said Enzo, “Frank was already
working at American Frames when I
arrived in Toronto, and I joined him
there. I was a teenage troublemaker,
ambitious, wanted to make things
happen, still do. Frank is more prag-
matic, he can strategize and imple-
ment, he’s both creative and good
with numbers and planning. He
couldn’t speak English and neither
could I,” he laughed again, “and I still
can’t! But it didn’t matter since 90 per
cent of the people in the furniture
industry couldn’t either.” Fluent, artic-
ulate, Enzo’s richly calibrated
Pavarotti accent is warm and engag-
ing. “But not too many years passed,
both of us observing, focusing, look-
ing to find new ways, and mining our
own creativity, defining potential mar-
kets, before we launched our own
small business, just five capable and
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“Enzo and Frank made a strategic decision to
re-brand Superior to be a high end retailer,
‘the Ferrari of furniture’, where clients would
get premium products and excellent service.”

Frank is pictured to the left of Enzo. Also
an interior shot of  Astone Home Studio.
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dedicated employees at the outset.” 
The brothers met and came to know

Angelo and Christina Marzilli and
their family also, of course, of Italian
origin, and the visionary founders of
Décor-Rest Furniture, “In fact, the
Marzillis were our first customers!
They were our mentors, they practical-
ly adopted us, and their philosophy
also revolves around profoundly
focused passion and honesty. They
believed in us. They are part of our
history.”

Michael Astone added, “My father
and my uncle applied their innate,

strong work ethic and entrepreneurial
spirit to good effect. Their passion set
them on their way, building what has
emerged as a large furniture con-
glomerate”. 

Michael, also an investment banker,
is Vice President Sales and Marketing
of lovethatinterior.com. “It’s a full, on-
line retail department store, a balance
of far-sighted design direction with
recognition of traditional values, top-
of-the-mark second millennium tech-
nology and insightful social engage-
ment, interactive with competitions
and coupon exchange. We’re strate-

gically entering target markets where
we can obtain a market-leading posi-
tion given our depth of knowledge
and expertise in the region. From
Canada, to the United States to
London, to Tokyo to Germany, we’re
here to service consumers around the
globe and, best of all, our products
are delivered at the click of a mouse.

“It was in the early 2000’s that
global competition primarily from
China was hurting Canadian manu-
facturing. Superior Frames was faced
with pressure on prices from Chinese
manufacturers. Enzo and Frank made
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recently, reaching out to acclaimed interior
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a strategic decision to shift focus off
the company, and they branded
Superior to be a high end retailer, ‘the
Ferrari of furniture’, where clients
would get premium products and
excellent service. We weren’t going to
compete with low-cost low-quality
Chinese manufacturers. This strategy
has served them well, and has
allowed them to grow into new mar-
kets seamlessly.

“The brothers’ core philosophy of
the business back in time and to this
day, was to provide excellent customer
service and exceed their expectations,
and this helped attract loyal customers
who appreciated their quick turn-
around and more personal, active
hands-on approach. 

“Continuously investing in state-of-
the-art technology including the latest
CNC (Computer Numerical Control)
machinery and Copying Lathe
machines programmed by our
experts, has given us the competitive
edge we need, together with robust

advanced designer systems.” The
technology permits more accessible
customization, emboldens customers
to customize, to use their own imagi-
nations. Our two new manufacturing
warehouses now total approximately
60,000 square feet.”

Their team of more than 100 high-
ly trained employees is engaged in all
facets of the conglomerate’s interests
from research and development, to
engineering, production, sales and
marketing and customer service. Said
Michael, “It’s rare for me to walk into
our production facility and not see my
father walking around, meticulously
checking all of the orders to ensure
the highest quality and integrity of our
products. 

Said Enzo of Michael, “He (and
Daniel, too) have the passion! Like
their mother, Francesca, they have a
unique sense of colour and they share
Superior’s mission.”

The Astone’s close-up-and-person-
al mindset extends to their far-reach-

ing and markedly effective communi-
cations network. Enzo emphatically
declared, “We have never adver-
tised!” Astonishingly, Superior’s
founders, sons and their integrated
corporate family team transmit their
message only by “word of mouth”! It
begins in the workshops, the very
tight, meticulous controls, the intimate
relationships and communication
between all members of the team, the
shared vision and integrity of all play-
ers, and the attitude to quality, value
and service. Additionally, Enzo com-
mits project managers to monitor indi-
vidual orders. The result, an impecca-
ble high-end product, always deliv-
ered on time, as designed, exuding
value and always appreciated by
clients across the board of all the con-
glomerate’s divisions. And scrupulous
follow-up customer service contact
enhances every transaction. 

And then what happens? News
spreads exponentially, people telling
people, passing the accolades along,
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a vibrant blog and 
customer testimonials 
to build confidence.
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glowing recommendations from excit-
ed, satisfied customers informing
potential satisfied customers... “word
of mouth”! It works. It has worked
from Superior’s inception. With no
diminishing outlook. “Everyone won-
ders what we will do next!”

And this remarkable “team”, where
and how do the Astones find such
exceptional individuals? “We have not
used an employment agency, ever,”
Enzo assured us. “We let our people
know when we need more staff in
whatever area. They come to us by
(guess what?!) word of mouth. As a
result, the company has become a

family affair. We have had many of
the same people with us for all three
decades and more. A father might
bring his daughter or son, cousins, to
us, and they train, they educate one
another in our methods! Each one is
part of our ‘think tank’. Each success
spurs them on to the next one.”

Michael said, “The career section
of our lovethatinteriors.com website is
also essentially word-of-mouth 21st
century style, ‘speaking’ directly to
qualified people who share our inter-
ests and direction.”

“There is a set of rules at Superior,”

continued Enzo, “policies that encour-
age progress, open communication
between staff members and divisions.
This way every individual can influ-
ence the progress of the companies
and take pride in excellence. There is
constant interaction and exchange of
ideas. It’s democracy in action.” The
Astones passion, honesty, enthusiasm,
energy and sense of fun are conta-
gious and encourage the teams’ free-
dom of thought and creative reach.
“We work to inspire them, show them
it can be done. Lead by example;
develop the right environment for
teamwork. 

“Think about this. We reach out
from the mundane, the boredom and
the monotony of cautious thought, let
people think large, crazy thoughts. It
makes each person’s world a more
exciting place; it removes borders and
fences to innovative thinking. You can
see a whole new world of possibilities
and an appreciation of the possibili-
ties of life. No barriers to the imagi-
nation.

“We avoid price comparisons and
we urge our customers to express
themselves, too, to go along with their
imaginations, be creative themselves.
It removes the implied restriction of
showroom stock, gives them freedom.
They can have a Vegas look, any
look, fantasy or classicism if they want
it.”

And speaking of Vegas, said Enzo,

“The career section of our
lovethatinteriors.com website is
also essentially word-of-mouth
21st century style, ‘speaking’
directly to qualified people 
who share our interests.”
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“When we go to Vegas, it makes me
proud to be Italian! So many Italians
are part of the scene, over-the-top fan-
tasy architecture that stretches the
mind, creates an ambience of fun,
euphoria, imagination. Passion sparks
passion”

The Astones “walk the Markets. We
enjoy seeing how lines are presented.
And what the trends are,” Enzo contin-
ued. “Although we never copy anyone,
we are sometimes influenced by them.
Signature pieces, just like a painter,
spark our interpretation of a style.”

Michael added, “Maintaining our
competitiveness requires us to be up to
speed on the latest design trends. We
work with the most renowned designers

to keep us on the high profile projects.
This way we establish new and deepen
existing relationships.”

The Astone family has always been
much involved in charitable outreach,
always especially interested in health
related projects, and embracing cam-
paigns close to their heart. Typically,
they are often the go-to people when it
comes to creating unique, quality furni-
ture pieces like a concept chair recent-
ly that would lend itself to Toronto’s
Princess Margaret Hospital’s Pink
Ribbon Cancer thrust. 

Astone Home Studio also gave a
sleek signature chair, “Sinatra”, to the
Hospital’s Producer’s Ball 2013, for
their World Vision silent auction, an

event scheduled to take place during
the Toronto International Film Festival
(TIFF) hosted by HGTV’s The Property
Brothers, Jonathan and Drew Scott.
The celebrity décor-duo are also
ambassadors for World Vision.

The Word from Enzo directed to
young aspiring entrepreneurs: “Only
attempt to make your mark in the furni-
ture industry if you have a passion for
the business to the point that your life is
focused around it.

“And you must commit to honesty in
your dealings, always!”

The future? “New products, of
course! A few more Studios. A new
approach to the consumer.”

ASTONE HOME STUDIO
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Omnia  Leather 909-393-4400 anthony@omnialeather.com  9
PFP 800-472-5242 tliddell@pfpromotions.com   19
Profit Management Promotions 215-230-9001 ron@pmpsales.com  46-48
PROFITSystems 866-595-9376 info@profitsystems.net 95
Pure Latex Bliss  404-260-7421  Mark.Quinn@leggett.com  65
PureCare by Fabrictech  800-758-8563 sbergman07@gmail.com 25
Rizzy Home 706-602-8857 info@rizzyhome.com 72
Service Lamp 800-222-5267 jeana@servicelamp.com 73
Spring Time Bedding 973-473-5400 sales@springtimebedding.com  61
STORIS 888-478-6747 sales@storis.com 15
Surya 706-625-4823  satya.tiwari@surya.com C2, 1, 6, 7
TD Retail Card Services 732-290-0121 parnespr@optonline.com 27
Tomlinson  336-472-5005 rodlambeth@northstate.net 70
Touch-Up Solutions 877-346-4742 troy@touchupsolutions.com 76
TruckSkin  877-866-7546 joe@truckskin.com 104
Twin Star Home 561-330-3201 bbrigham@twinstarhome.com 54
UltraSales 303-530-5366 lmullins@ultrasales.com 94
Violino  336-889-6623 www.violino.com.hk Cover 3
Wallbeds 800-934-6711 wallbeds@surewest.net 93
West Bros Furniture 519-364-7770 ext 241 smund@westbrosfurniture.com   57
Zimmerman 717-273-2706 wesley@zimmermanchair.net 56
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Wait! Your customers buy
memory foam mattresses
for over $2,000 every day.

Won’t they buy a dual
reclining leather memory

foam sofa for $999?

High Point Showroom - 123 S. Hamilton St. 
www.violino.com.hk • 336-889-6623

We Know They Will!

“Dream Seating” Comfort Technology by

Discover...  

C3 furnworld 1013 violino_Furn World  9/26/13  9:49 AM  Page C3



C4 furnworld 1013 klaussner_Furn World  9/19/13  2:26 PM  Page C4



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Gray Gamma 2.2)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.3
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket true
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.1000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams true
  /MaxSubsetPct 1
  /Optimize false
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings false
  /StartPage 1
  /SubsetFonts false
  /TransferFunctionInfo /Remove
  /UCRandBGInfo /Remove
  /UsePrologue false
  /ColorSettingsFile (Color Management Off)
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages false
  /MonoImageDownsampleType /Average
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000500044004600206587686353ef901a8fc7684c976262535370673a548c002000700072006f006f00660065007200208fdb884c9ad88d2891cf62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef653ef5728684c9762537088686a5f548c002000700072006f006f00660065007200204e0a73725f979ad854c18cea7684521753706548679c300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020b370c2a4d06cd0d10020d504b9b0d1300020bc0f0020ad50c815ae30c5d0c11c0020ace0d488c9c8b85c0020c778c1c4d560002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken voor kwaliteitsafdrukken op desktopprinters en proofers. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents for Quebecor World Midland.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /NoConversion
      /DestinationProfileName ()
      /DestinationProfileSelector /NA
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure true
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /LeaveUntagged
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice




